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LET'S GET 
STRAIGHT 
TO THE POINT... 


and avoid 
last-minute 
tangles over 
envelopes 


Make it a point to design your booklet, bulletin or direct mail piece to fit a 
standard U.S.E. Envelope, and avoid last-minute tangles. You will find 70 
styles available in many sizes in the U.S.E. Envelope Selector Chart. It’s free. 
Ask your envelope supplier for a copy or write Advertising and Sales Pro- 


motion Department— 


United States Envelope Company 


General Offices © Springfield 2, Massachusetts 
Plan your advertising with U.S.E. Envelopes. There is a style to suit in a size to fit. 








Promotional letterheads for your salesletters 


Plan to use one of these colorfully-illustrated Promotional designs as the 
letterhead for your next salesletter. Their attractiveness claims immediate 
attention, their timeliness builds interest in your copy. 


The designs illustrated here in black and white are only part of the 38 
different designs offered in the brand new 1960 Arthur Thompson Promo- 
tional Letterhead Portfolio. Each design is reproduced in full color on 
fine quality paper from original artwork or transparencies. 


hese designs illustrate scenes appropriate for Easter, Mother's Day, Father’s 
Day, vacation wedding and sports occasions, and other occasions 
throughout the Spring and Summer. Also included are sales getting Punch- 
line bulletins (many humorous) so popular as salesletters in many of 
today’s businesses. Thus, these letterheads offer the perfect tie-in for any 
seasonal promotion. 


Yet your sales letter can be reproduced on these distinctly different 
letterheads for little more than on first quality stationery. Ask for your 
free copy of the 1960 Promotional Letterhead Portfolio from your nearest 
Arthur Thompson & Co. distributor today 


ARTHUR THOMPSON & CO. 


109 MARKET PLACE + BALTIMORE 2, MD. 


NATIONALLY DISTRIBUTED 
ARTHUR THOMPSON & CO. 


Stationery and Portfolios are avail- 
able in many leading cities. Phone 
or write the distributor nearest you. 


Akron, Ohio 
Alexandria, La. 
Augusta, Maine 
Baltimore, Md. 
Baton Rouge, La. 
Boston, Mass. 
Charlotte, W. C. 
Chatanooga, Tenn. 
Chicago, lil. 
Cleveland, Ohio 
Cleveland, Ohio 
Columbia, S. C. 
Concord, W.H. 
Dallas, Texas 


East Hartford, Conn. 


Fort Wayne, Ind. 
Fort Worth, Texas 
Havana, Cuba 
Houston, Texas 
Jackson, Miss. 
Jacksonville, Fla. 
lamestown, W. Y. 
Kansas City, Mo. 
Little Rock, Ark. 
Longview, Texas 
Louisville, Ky. 
Macon, Ga. 
Memphis, Tenn. 
Miami, Fla. 
Mobile, Ala. 
Monroe, La. 
Montreal, P.Q. 
Nashville, Tenn. 
New Haven, Conn. 
New Orleans, La. 
New York, N.Y. 


Norfolk, Va. 
Omaha, Neb. 
Orlando, Fla. 
Philadelphia, Pa. 
Pittsburgh, Pa. 
Providence, R. 1. 
Raleigh, N.C. 
Reading, Pa. 
Richmond, Va. 
St. Louis, Mo. 


Millcraft Paper Co. 
Louisiana Paper Co., Ltd. 
John Carter & Co. 
Barton, Duer & Koch Paper Co. 
Louisiana Paper Co., Ltd. 
John Carter & Co. 

Caskie Paper Co. 
Clements Paper Co. 

The Rylander Co. 
Millcraft Paper Co. 

Ohio Legal Blank Co. 
Epes-Fitzgerald Paper Co. 
John Carter & Co. 
Clampitt Paper Co. 

John Carter & Co. 
Millcraft Paper Co. 
Clampitt Paper Co. 
Aurelio Garcia Dulzaides 
Clampitt Paper Co. 
Townsend Paper Co. 
Jacksonville Paper Co. 
Millcraft Paper Co. 
Strahm Letter Co. 
Arkansas Paper Co. 

Etex Paper Co. 

Graham Paper Co. 

Macon Paper Co. 

Graham Paper Co. 
Everglade Paper Co. 
Partin Paper Co. 
Louisiana Paper Co., Ltd. 
T.B. Little Papers Div. 
Clements Paper Co. 

John Carter & Co 

E. C. Palmer & Co. 
Wholesale Art Blank Div 
(Long Island City 1, N.Y.) 
Epes-Fitzgerald Paper Co. 
Acme Mail Advertising Co. 
Central Paper Co. 

J. L. N. Smythe Co. 

U. $. Printing Supply Co. 
John Carter & Co 
Epes-Fitzgerald Paper Co. 
J.L.N. Smythe Co. 
Epes-Fitzgerald Paper Co. 
Tobey Fine Papers 


San Francisco, Calif. Banco Corp.. Ltd 


Savannah, Ga. 
Shreveport, La. 
Springfield, Mass. 
Tallahassee, Fla. 
Tampa, Fla. 
Texarkana, Tex. 
Toledo, Ohio 
Toronto, Ont. 
Tyler, Texas 
Vancouver, B. C. 
Washington, D. C. 
Woodstock, Yt. 
Worcester, Mass. 


Atlantic Paper Co 
Louisiana Paper Co., Ltd. 
John Carter & Co. 

Capital Paper Co. 

Tampa Paper Co. 
Louisiana Paper Co., Ltd. 
Millcraft Paper Co. 
Whyte-Hooke Papers 

Etex Paper Co. 

Columbia Paper Co., Ltd. 
Barton, Duer & Koch Paper Co. 
John Carter & Co. 

A. B. Dick Products Co. 





4 Letters 


ee TO THE EDITOR 


This month morks the start of a new 
Reporter feature — letters from our readers 
with their comments on stories we've run, or 
perhaps stories we HAVEN'T run. If you'd like 
a chance to “sound off”, feel free to write. 
Your letters will find open ears and open 
minds 


SPANISH POSTAGE 


In the January issue I read a very 
interesting article by Mr. Otto D. Smith 
on how to promote sales with neighbor 
overseas 

May [| bring to your attention that th 
information about the cost of postage in 
Spain for third-class mail is somewhat in 
correct since the rate is now 250 pesetas 
a thousand (Ed. Note: $4.20M) for letters 
mailed within the Spanish territory 

On the other hand his assumption that 
you have to have an agent to supervise 
the printing perhaps is due to his own 
experience. We have been making mailings 
for the American Exporter publications and 
some other American outfits without any 
problem whatsoever 

Besides, you have more than one firm 
to handle mailings in Spain. You list al 
ready Mr. Caragol in your Direct Mail 
Directory, and our firm has been engaged 
in this kind of work (since) some years 
ago 
(. L. Vasquez, PROMOTION 
Jose Antonio 57, Madrid, Spain 


9.7%, NOT 97% 

Thank you for the article How Yo 
CAN STOP SMOKING PERMANENTLY in the 
February 1960 issue 

There is a typographical error in this 
article. Our letter was mailed to 5,000 
book stores, not 500. This of course would 
make quite a difference in the ratio of 
response 
Melvin Powers, Wilshire Book Co 
8721 Sunset Blvd. Hollywood 46, Calif 


COMPLIMENTS, TOO 

Just finished re-reading your January ‘60 
issue just couldn't resist the urge 
to send you a pat on the back. It’s amazing 
how you people can cram so much of 
interest into each copy. I'm sure you hear 
it often, but nevertheless—thanks for the 
many fresh ideas you pass on to ‘those in 
the field.’ 
Glenn Nugent, Student Service Manager 
Home Study School, RCA Institutes, In 
50 W. 4th St, NY 14, NY 


NEGLECTING FUNDRAISING? 


During the past year or so that | have 
been reading this magazine | have found it 
helpful and valuable Being in the busi 
ness of raising funds | would like to se« 
more articles about fund-raising, but I un 
derstand that this is a very difficult subject 
to get anyone to talk about 
A. Migliaro, Executive Director 
Federal Association for Epilepsy In 
1729 F Street, N.W., Washington 6, D.t 
Ed. Note: If anyone has a good story on 
this “difficult subject” we'd be glad to se¢ 
if 


THE REPORTER 


THE REPORTER OF 


Direct Mail 


advertising 


Vol. 22, Number 11 March, 1960 


DEPARTMENTS 


Suort Nores 

DMAA News 

Reep-asLte Cory—by Orville Reed 
Upcrapinc Lerrer Copy—by Paul Bringe. . 
NAMES IN THE NEWS 

SOURCES OF SUPPLY 


Front Porcu SCUTTLEBUTT 


FEATURES 


Tue ‘59ers Sitver Lope—G. W. “Bill” Charlesworth... .. 
INSURANCE AGENTS SEND Letrers—Alfred H. Lies, Jr... 
Loncer Lire ror Your Letrers!—Tevie Jacobs 

Iu Wino in THerr Sates—Peter S. Fischer... 


\ Direct Mau. Convert—/Hlenry Hoke, Sr... 


The Reporter of Direct Mail Advertising is published monthly at 224 Seventh Street, Garden City, 
L. |., New York. Subscription price is $6.00 a year. Second class postage paid at Garden City, 
N. Y. and New York, N. Y. Copyright 1960 by The Reporter of Direct Mail Advertising, Inc. The 
Reporter is independently owned and operated. In addition to thousands of regular subscribers, 
all Members of the Direct Mail Advertising Association, 3 East 57th St., N. Y. 22, N. Y., receive 
The Reporter as an Association service. Part of their annual dues poys for a subscription 


Com) 





-_ 


- 


om) besaletter & 


LE TUCUL RD BUSINESS PROMOTION © 


\ eA ' f +a Zs 
; ae * & , 
= “ 
a a and back 
te. t 
“ fia J j / } | \ ‘\ 








PUBLISHING OFFICES: 
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John J. Patafio, Jr. other formats 
224 Seventh Street ‘es 


Garden City, L. I., N.Y. 


NEW YORK 


BRINGS Down 
yx lower cost than THE 
Ploneer 6-1837 aa similar formats PRICE 


N 
—— * finest quality OW WITHIN THE REACH OF 


J. K. Rotskoff 


605 N. Michigan Ave. e. printing . MOST DIRECT MAIL USERS 
Chicago 11, Illinois ; 
DElaware 7-0120 % faster on-time 
; delivery 
WEST . 
H. L. Mitchell & Associates — creative, programming, 
1450 Lorain Road oie list, mailing services 
San Marino, California aa 
CUmberland 3-4394 Se] = low, repeat-order prices for total 
’ annual volume runs in excess of 


250,000 - 500,000 - 1,000,000 





COURANT 
oN ah & 


INSIDE catenin 1h Oe 
OCCUPANT MAIL 


WITH OCCUPANT MAIL ADVERTIS- 
ING DO I HAVE TO TAKE THE 
WHOLE CITY OR CAN I SELECT 
THE AREAS SURROUNDING MY 
STORE?—D. S., Texas 


ANSWER: The 
Addressed Mail is based on its ability to 
reach only selected areas. Your desire to 
mail only to the areas surrounding your 
store is commendable. Research over the 


success of Occupant 


years has proven time and time again 
that every store has a trading area out- 
side of which you can not logically ex 
pect to draw customers 

Realizing the importance of the trading 
area to Occupant Mailers we have divided 
our occupant lists into carefully selected 
sections. The shape of a trading area is 
naturally influenced by main thorough- 
fares, railroads, parks, rivers, and free- 
ways. Postal zoned cities are frequently 
kinds of 
provide our 


these natural 


boundaries, they 


divided along 
primary 
groupings. But an entire Postal Zone is 
usually too cumbersome so we divide it 
further into natural 


trading sections 


Selecting the sections of postal zones 
around a store will generally give ade 
quate coverage for the smaller trading 
area and a precise control for the selec 
tion of Special 
‘break-outs” are available within a sec- 


larger trading areas 
tion but are quite costly. It is better to 
give your Occupant Mailer the quantity 
you want mailed into a section and let 
him use his own judgment about which 
parts of the section to skip 

rhe natural selectivity “built-in” to Oc 
cupant List compilation for cities is not 
the same as that available for the rural 
consumer. Rural postal routes are laid out 
for convenience of delivery rather than 
by area. Although a rural route would 
tend to cover a general area, it may inter- 
twine with other routes. For rural cover 
age select the routes you want, but you 
wust mail the entire route 


What's YOUR Question? 

Page 17 in Will Storing’s authoritative 
book “How to Think About Occupant 
Mail Advertising” begins a more com 
plete explanation of determining trading 
areas. Send me your questions, I'll send 
you a free copy. It's a treasure of tips and 
capsule case histories 


Les Cullman, President 


OCCUPANT MAILING LISTS OF AMERICA INC 


239 N. Fourth St., Columbus 15, Ohio 





a 


moe PART M E- M 


We welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 
Direct Mail Advertising, 224-7th St., Garden City, N. Y. 


_ 


IN JANUARY, we mentioned Dun 

& Bradstreet’s “Metal Working Direc- 
tory.” Another source for names in the 
metal working industry has come to our 
attention from Industrial Machinery 
News, 16239 Meyers Rd., Detroit 35, 
Michigan. They have available a variety 
of lists totaling almost 65,000, all re- 
lated with the metal working industry. 
Names are available in these categories 
on a regional basis. For a copy of the 
catalog, write to IMN at above address. 

—_— 
e@e@e 

} AN EXCELLENT spiral bound hand- 

book called “Better Processing with Your 
Duplicating Equipment” has been pub- 
lished by Champion Paper Specialties 
Inc., Hamilton, Ohio. The book, with 
handy reference tabs, is divided into six 
section Major Duplicator 
Manufacturers, The Paper Story, Produc- 
tion Samples, Helpful Hints and a Glos- 
sary. This is a first-rate presentation and 
indispensable to the businessman who 
Copies are 
Paper Spe- 


Processes, 


uses duplicating machines. 
Champion 
cialties just for the asking. 


available from 


PT) 
eed 
BEGINNERS AT DIRECT MAIL 
might be interested in a new booklet 
published by Planned Circulation, 19 
West 44th Street, N. Y. 36, N. Y. It's 
called “House Lists Your Greatest 
Assets,” and is written by Elsworth S 
Howell, VP of Grolier Society (Book of 
Knowledge, Encyclopedia Americana) 
Discusses how to get the best results 
from your own lists, how to test with 
it, and also advantages of renting it out 
for extra profits. Copies are free for the 
asking from Planned Circulation 
‘ae 
eee 
lf) A TYPEWRITER RIBBON was given 
a continuous 192 hour torture test and 
at finish, showed no appreciable wear 
and only nominal ink depletion, accord- 
ing to manufacturer. This ribbon, the 
Commander, designed for strength, long 
wear and economy by Columbia Ribbon 
and Carbon Co., Herbhill Road, Glen 
Cove, N. Y., is made of synthetic fibers 
It is extremely sheer and tightly woven, 


allowing more ribbon to be wound on 
the spool and less ink expended with 
each stroke of the type bar. The added 
length also allows more time for ink 
recuperation than conventional ribbons 
— 
eee 
FILING CLERKS must like the new 
equipment being offered by Remington 


Rand Division of Sperry Rand Corp., 315 
Park Ave. South, New York 10, N.Y. You 
can get detailed information on this 
equipment by writing to the company 
— 
eee 


ANNIVERSARY of Keller 


Evansville, Indiana, was 


75TH 
Crescent Co., 
tied in with New Years for their recent 
“A 75th Happy New Year” mailing. This 
8x 10% folder wasn’t selling anything, 
just promoting good-will and reminding 
friends of their many years experience 
with letterpress, art, mailing, offset. In 
cluded in the folder was a packet of six 
“studio” cards for all occassions, all 
humorously written and illustrated and 
presented for recipient's personal use 
Envelopes were included. Perhaps they'll 
send you this mailer if you write for it 

— 
eee 

ASPIRING ARTISTS who want to 
get a foothold in the graphic arts field 
may get a big boost shortly. Cross Siclare 
& Sons, exclusive distributors in metro- 
politan New York for Newton Falls 
Paper Mills Inc., is sponsoring a com- 
petition for artists in New York schools 
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HOW TO PUT 


COLOR 


») into your printing 














...at little more 
than the cost of 
black and white 


The idea is catching on. More and more, printers and 
advertisers are using colored ink on colored paper to 
get a pleasing, eye-catching effect with only one 
press impression 

The added cost is negligible. Colored inks cost only 
a little more than black inks; colored papers cost 
only a little more than white papers of equal quality. 

So here’s an idea which, when applied to any press 
run, long or short, can result in great economy, 
actually giving a two-color* effect with one-color 


printing. 


Ask your nearby merchant (see other side) for 


samples of Beckett colored papers. 


*A multi-color effect can be secured by screening cer 
Make your next one-color job a tain areas as we have done in ovr illustration 
two-color production by printing 


with colored ink on one of the = THE BECKETT PAPER COMPANY 


many beautiful colored papers in 


the Beckett line - ap - sh 2 ik F OSes Oounwn}tOo 





THESE LEADING MERCHANTS SELL BECKETT PAPERS 


Butier Paper Company 
Graham Paper Company 
Graham Paper Company 


ARKANSAS 
Roach Paper 


CALIFORNIA 
Butler Paper Company 
Butler Paper Company 
Butler Paper Company 
Pacific Coast Paper Company 


COLORADO 
Butler Paper Company 
Graham Paper Company 
Butier Paper Company 


CONNECTICUT 
Carter Rice Storrs & Bement, inc 
Henry Lindenmeyr & Sons 
Carter Rice Storrs & Bement, inc 
Henry Lindenmeyr & Sons 


DISTRICT OF COLUMBIA 


Stanford Paper Company 
The Barton 


FLORIDA 
Jacksonville Paper Company 
Evergiade Paper Company 
Central Paper Company 
Capital Paper Company 
Tampa Paper Company 


GEORGIA 
Sloan Paper Company 
Macon Paper Company 
Atlantic Paper Company 


ILLINOIS 
J. W. Butler Paper Company 
James White Paper Company 
J. W. Butler Paper Company 


INDIANA 
Butler Paper Company 


MARYLAND 
The Barton, Duer & Koch Paper Co 





Little Rock 


Long Beach 
Los Angeles 
San Diego 
San Francisco 


Hartford 
Hartford 
New Haven 
New Haven 


Duer & Koch Paper Company 


Jacksonville 
Miami 
Orlardo 
Tallahassee 
Tampa 


Atlanta 
Macon 
Savannah 


Chicago 
Chicago 
Peoria 


Evansville 


Stanford Paper Company 


MASSACHUSETTS 
Carter Rice Storrs & Bement, ‘nc 
Lindenmeyer Paper Co.. Inc 
Carter Rice Storrs & Bement, inc 
Carter Rice Storrs & Bement, Inc 


MICHIGAN 
Butier Paper Company 
The Union Paper & Twine Company 
Central Michigan Paper Company 
The Union Paper & Twine Company 


MINNESOTA 
John Boshart Paper Company 
Butler Paper Company 
Graham Paser Company 
inter-City Paper Company 
Paper Supply Company 
Inter-City Paper Company 


MISSISSIPPI 
Graham Paper Company 


MISSOURI 
Butler Paper Company 
Graham Paper Company 
Butier Paper Company 
Graham Paper Company 
Butler Paper Company 


MONTANA 


Western Newspaper Union 
Yellowstone Paper Company 
Ward Thompson Paper Company 


NEBRASKA 


Western Newspaper Union 
Western Paper Company 


NEW JERSEY 
Henry Lindenmeyr & Sons 


NEW MEXICO 


Butler Paper Company 
Graham Paper Company 


NEW YORK 
The Hudson Valley Paper Company 
The Alling & Cory Company 
The Union Paper & Twine Company 
The Alling & Cory Company 


Baltimore 
Baltimore 


Boston 
Boston 


Detroit 
Detro.t 

Grand Rapids 
Jackson 


Duluth 
Minneapolis 
Minneapolis 
Minneapolis 
Minneapolis 

St. Paul 


Kansas City 
Kansas City 
St. Louis 
St. Louis 
Springfield 


Billings 
Billings 
Butte 


Lincoln 
Omaha 


Hillside 


Albuquerque 
Albuquerque 


Albany 
Buffalo 
Buffalo 


New York City 


OKLAHOMA 
Graham Paper Company Oklahoma City 
Beene Paper Company Tulsa 


OREGON 
West Coast Paper Company 


PENNSYLVANIA 


Garrett Buchanan Company 
Lehigh Valley Paper Corporation 
The Alling & Cory Company 
Bock Paper Company 
Garrett Buchanan Company 
Garrett-Buchanan Company 
o |, Set Suen 

ilin pany 
The Chatfield yy wn Co. of Pa 
Garrett-Buchanan Company 
Eim Paper Company 


Philadelphia 
Pittsburgh 
Pittsburgh 

Reading 
Scranton 


RHODE ISLAND 
Carter Rice Storrs & Bement, inc. 


SOUTH CAROLINA 
Paimetto Paper Company Columbia 
SOUTH DAKOTA 


Sioux Falls Paper Company 
Western Newspaper Union 


Sioux Falls 
Sioux Falls 


TENNESSEE 
Graham Paper Company 
Sloan Paper Company 
The Cincinnati Cordage & Paper Co 
Graham Paper Company 
Graham Paper Company 
Graham Paper Company 


Chattanooga 
Chattanooga 
Knoxville 
Knoxville 
Memphis 
Nashville 


TEXAS 
Graham Paper Company 
Southwestern Paper Company 
Graham Paper Company 
Southwestern Paper Company 
Graham Paper pany 
Southwestern Paper Company 
Graham Paper Company 
Graham Paper Company 


Dallas 


Houston 
Houston 
Lubbock 
San Antonio 


UTAH 


Western Newspaper Union Salt Lake City 


VIRGINIA 


‘wo Paper Company, inc 
W. Wilson Paper Company 


Lynchburg 
ichmond 


WASHINGTON 


West Coast Paper Company Seattle 


Miller & rr Paper Company 
Division of The Alling & Cory Co 

Bulkley, Dunton & Company 

Henry Lindenmeyr & Sons 

Marquardt & Company, inc 

Nelson Whitehead Paper Corp 

The Alling & Cory Company Rochester 

The Alling & Cory Company Syracuse 

Troy Paper Corporation Troy 

The Alling & Cory Company Utica 


New York City 
New York City 
New York City 
New York City 
New York City 


C. P. Lesh Paper Company Evansville 
Butler Paper Company Ft. Wayne 
The Central Ohio Paper Company Indianapolis 
The Chatfield Paper Corporation Indianapolis 
C. P. Lesh Paper Company Indianapolis 
Mid States Paper Company Terre Haute 


Spokane 


independent Paper Company 
Tacoma 


Allied Paper Company 


WEST VIRGINIA 


Copco Papers, inc 
The Cincinnati Cordage & Paper Co 


Charleston 
Huntington 


1OWA 
J. W. Butier Paper Company 
Western Newspaper Union 
Weber Paper Company 
Western Newspaper Union 


Cedar Rapids go pl “ 
M in mpany 
Oe ttesce «= NORTH CAROLINA Steen Macek Company 


Dubuque — z 
Sioux Cit Henley Pa C Ashevill ‘aper Company 
pti ie sokie > teak Standard Paper Company 


Caskie Paper Company, inc Chariotte 

Charlotte Paper Company Charlotte Standard Paper Company 
Henley Paper Company High Point 
Raleigh Paper Company Raleigh 


Appleton 

Green Bay 
Madison 
Milwaukee 
Wisconsin Rapids 





KANSAS 
Butler Pa 
Graham Paper 


EXPORT AGENTS: 
Bulkley, Dunton Paper Co., S.A 
Champion Paper Corporation, S.A 
Silleb, Inc 
Castex Paper Export Co 
Pamco Incorporated 


Wichita 
Wichita 


1 Company 

Company New York City 
New York City 
New York City 
New York City 
San Francisco 


NORTH DAKOTA 
KENTUCKY Western Newspaper Union 
Graham Paper Company 
Lowisville Paper & Mig 
Rowland Paper Company 


Fargo 
ce Louisville 
Louisville 
Louisville OHIO 
The Chatfield Paper Corporation 
The Cincinnati Cordage & Paper Co 
The Diem & Wing Paper Company 
New Orleans The Whitaker Paper Company 
New Orleans The Central Ohio Paper Company 
Shreveport The Union Paper & Twine Company 
The } mre x pg Company 
The Central Ohio Paper Company 
MAINE The Cincinnati Cordage & Paper Co 
Carter, Rice & Company Corporation Augusta The Central Ohio Paper Company 


CANADIAN AGENTS: 
T. B. Little Papers, Ltd 
McFarlane Son & Hodgson, Ltd. Montreal, Quebec 
Whyte-Hooke Papers, Ltd Toronto, tario 
Wilson-Munroe Company, Ltd Toronto, Ontario 
Coast Paper ang Ltd Vancouver, 8. C 
Mid-West Paper Sales, Ltd.. Winnipeg, Manitoba 
Smith, Davidson & Lecky, L 

Calgary and Edmonton, Alberta 

Calgary, Aloerta 


Cincinnati 
Cincinnati 
Cincinnati 
Cincinnati 
Cleveland 
Cleveland 
Columbus 
Dayton 
Dayton 
Toledo 


LOUISIANA 
Butler Paper Company 
Graham Paper Company 
Western Newspaper Union 


Montreal, Gusbec 
Clark Papers, Ltd. 


This is BECKETT OFFSET, Green, Wove, Vellum Finish, 7O Ib. 





due to graduate in June. The lucky 
artist will design an ad for Newton Falls, 
and this will be used in the overall pro- 
gram called Identity, a program to 
promote both the paper company and 
the young artist. This, sponsors feel, will 
enable the artist to get his first experi 
ence in advertising, and also provide 
Newton Falls with a unique advertising 
campaign. Each ad will be followed by 
a direct mail piece featuring the artist, 
his background, job interest and quali- 
fications. If you or a friend fill the bill, 
or you just want further information, 
write Cross Siclare & Sons, 207 Thomp- 
son Street, New York, N. Y 


THE FIRST of Fair Mail Services’ 
Direct Mail Seminars was held on Janu- 
ary 2Ist with DMAA president Bob 
DeLay as guest speaker. Subject of his 
talk was “The Wonderful World of 
Direct Mail.” Next meeting was for Feb- 
ruary 18, and Reporter contributor Paul 
Bringe spoke on the importance of copy 
in direct mail. No admission is charged 
for these seminars, and speakers and sub- 
jects are excellent. If you are in the area 
and would like to attend, get in touch 
with Anne Smith at Fair Mail Service 
417 Cleveland Avenue, Plainfield, NJ 


MORE THAN 150 personalized busi- 
ness and industrial mailing lists are de- 
scribed in McGraw-Hill’s newest 36-page, 
two-color catalog. These lists are made 
available to advertisers in McGraw-Hill 
publications on a rental basis. Besides a 
detailed explanation of the services 
rendered by the Direct Mail Division, 
the booklet gives list counts and costs, 
and summarizes the latest postal rules 
and regulations. You can obtain a free 
copy by writing to the Direct Mail Divi 
sion, McGraw-Hill Publishing Co., Inc., 
330 W. 42nd St... New York 36, N. Y 


RETAILERS must be fond of the 
Joan Newsletter, published monthly for 
the home furnishings industry in the in 
terests of better merchandising by Joan 
Fabrics Corp., Empire State Bldg., New 
York 1, N.Y. For many a moon we have 
been fascinated by the wealth of infor 
mation jammed into the four pages each 
month. The December 15, 1959 issue, for 
instance, must have had 200 or 300 
separate items (we didn't take time ito 
count them) showing how different stores 
all over the country use gimmicks (good 
will builders or showmanship stunts) to 
increase traffic for either individual items 


or storewide promotions [here are 


MARCH, 1960 


HOW TO PUT ACTION INTO YOUR DIRECT MAIL 


Over and over, direct mail has proved its ability to 
create leads for salesmen, dealers, distributors .. . 
open the door to sales against pressure from the 
toughest competition. And yet, with all that has been 
learned from studying measurable results, many an 
otherwise hard-headed firm sends out mailings—a 
letter, a brochure, a broadside—as though there were 
some other reason for spending money on advertising 
than making money. 


Now, to broaden your understanding and to help 
you apply the tested principles of successful mail 
advertising, The Creative Division of James Gray, 
Inc. has created a new booklet titled, “How To Put 
Action Into Your Direct Mail”. It is free and will be 
mailed to you without obligation at your request. 


In just a few pages, and with concrete examples, 
the booklet explains how to plan an over-all mailing 
effort; build a mailing list of prospects; know before 
you spend money whether or not your mailing has a 
chance to succeed. You will discover how to use the 
same envelope that now merely carries your catalog 
or price list to bring back actual orders or pave the 
way for larger orders from your salesmen. You will 
have a check list of do's and don'ts based on years 
of mail advertising experience. 


And you needn't suspect our motives in making 
this free offer. True, the booklet is devised to bring 
the creative services of James Gray to your atten- 
tion. But we have made certain that it is a completely 
self-contained, shirt-sleeve booklet that you can use 
with no strings attached. 


To receive your free copy of ‘‘How To Put Action 
Into Your Direct Mail’’ and have our years of experi- 
ence guide your thinking and improve your results, 
write today. You will find the booklet a real value, 
indicative of the service we render. 


The Creative Division 
OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, N. Y. 
MUrray Hill 2-9000 





STOP 
BUYING 
ENVELOPES 


ele | 
ad . 


“n “. 


Whether you sign purchase or- 
ders or business letters, you've got 
a big stake in the envelopes your 
company uses. 


Why is envelope buying so im- 
portant? Because getting the right 
envelope can make a big dollar- 
difference in the operation of a 
business. 


The right envelope is right in qual- 
ity, design, construction and tai- 
lored to its job. It performs without 
waste! No stuck flaps or windows 
Trouble-free inserting. Jam-free me- 
tering. Speedier mail room han- 
dling right down the line. 


How to select the right envelopes? 
Get in touch with your Tension rep- 
resentative. He's a specialist, with 
the accumulated know-how of thou- 
sands of envelope problems eco- 
nomically solved. His time costs 
you nothing. His advice can pay 
you well. 


Want new envelope ideas? Send for 
FREE Idea Kit. 


TENSION ENVELOPE Corp. 
Campbell at 19th Street 
Kansas City 8, Missouri 


Kansas City « Ft. Worth e Des Moines 
Minneapolis « St. Lowis « So. Hackensack 


362 


Tension Envelope Corp. 
Campbell at 19th St. 
Kansas City 8, Mo. ® 


Piease send me Envelope idea Kit No. 4 


Name 
Company 
Address 


GRnemnam 


" dence, R. I 


enough good ideas in this one issue to 
keep an average retail store advertising 
department going for five or six years 
Some of you direct mail copywriters 
might like to get a sample copy for a 
few of the examples of offbeat copy 
practices 
— 
eee 
THE PRINTING INDUSTRY of 
America has announced its dates for an- 
nual conventions during the next three 
years: 74th, Oct. 24-27, 1960, Sheraton 
Park Hotel, Washington, D. C.; 75th, 
Sept. 24-28, 1961, Pittsburgh-Hilton, 
Hotel, Pittsburgh, Pa.; 76th, October 
1962, Queen Elizabeth Hotel, Montreal, 
Canada 
a 
eee 
IF YOU WOULD LIKE to read an 
interesting story about the actual con 
struction of the world’s first fully-me- 
chanized post office at Providence, R. L., 
there is a reprint available of an article 
which appeared in NEW ENGLAND CON- 
STRUCTION. You can get a reprint of the 
seven-page article by writing to Gilbane 
Building Co., 90 Calverley St.. Provi 


the contractor on the job 


WE ARE INTERESTED in a press 
release from General Electric, Nela Park, 
Cleveland 12, Ohio, telling about a new 
lighting system which heats window shop- 
pers. Doesn't have much to do with 
direct mail, but an interesting develop- 
ment. Carson, Pirie, Scott & Co., Chi- 
cago, were the first to make an instal- 
lation of the infra-red heat lamps 
system. For the opening ceremony, the 
store staged a fashion show in the State 
Street sidewalk in front of its display 
windows. The beachwear-dressed models 
were comfortable in the heated Decem- 
ber air. Incidentally, G-E press releases 
are usually good. See other items in this 
and previous issues about not-so-good 
press releases 

pan 
e@ee 

SALESMEN AND COPYWRITERS 
should like a 16-page, 334 x 8'%-inch 
booklet available for (SOc) from Pam- 
phiet Press, P. O. Box 732, Brooklyn 1, 
N. Y. Title: ‘What's in it for me?” Writ- 
ten by sales training expert Ted Pollock. 
Condenses and illustrates all the well- 
known reasons why successful salesmen 
not features. Final four 
do-it-yourself” training 


stress benefits 
pages contain a 


program. Clever 


. : eee 
4 TRICKY moving announcement 
reached us in an unidentified envelope. 
Inside a french-fold type, 5% x 8%-inch 


folder. Front cover showed a hand pull- 
ing a film from a developing tank with 
“What's De- 


Second page shows a light 


part of wording showing 
veloping.” 


bulb with caption: “Hold this sheet to 
a window or other light source to see 
exactly what is developing.” Arrow 
points to third page with hands holding 
a wet film. Hold the page to the light 
and you can see the wording printed 
in reverse inside the french fold: “Com- 
mercial Letter, Inc. is moving! After 
November 20, 1959 we will be in our 
new plant and office at 1335 Delmar 
Boulevard, St. Louis 3, Missouri. Tele- 
phone: CHestnut 1-0623. Our service 
continues without interruption!” 


eee 


SINCE THE NEW PARCEL POST 
RATES went into force on February 1, 
1960 (inspite of injunction action by Par- 
cel Post Assn.) tens of millions of postai 
scale charts have become obsolete. The 
Scale Manufacturers Assn., Inc., 1 
Thomas Circle, Washington 5, D. C. has 
been waging an intensive educational pro- 
gram, warning scale owners to get new 
charts either from their manufacturer or 
the association. Arthur Sanders, executive 
secretary of the SMA, is also urging 
users of postal and other shipping scales 
to take the occasion to check the condi- 
tion of their weighing devices for ac- 
curacy, wear and obsolescence. Many, 
he declared, undoubtedly need adjust- 
ment and are probably costing their 
owners, both in excess postage and mail 
delays. 

rk 
eee 
|} WISH PRINTED ADVERTISING, 
1515 W. Pico Blvd., Los Angeles 15, 
Calif. has been mailing to radio and tele- 
vision stations, and to advertising agen- 
cies, a promotion piece offering a handy 
slide chart for figuring either 15% com- 
mission or 17.65% writeup on all 13, 26, 
39 and 52-week contracts. Although the 
same kind of chart has been used for 
the past nine years, this is a revised edi- 
tion for 1960. Charts sell for $1.50 each 
with discount on quantity lots. If you 
would like to see the promotion on this 
product, write to Milt Wish 
—_ 
dee 

IT’S TOO LATE for this year, but 
file this information some place if you 
would like to tie in with Valentine’s 
Day in 1961 or later. According to 
Postal Service News for February 1960. 
there are many appropriate towns in the 
United States from which you could 
mail your Valentine messages. Here are 
some worthy of attention: Loves Park 
in Ill.; Huggins in Mo.; Darling in Miss 
and Pa.; Loveland in Okla., Ohio and 
lowa; Lovejoy in Ga. and IIl.; Lovely 
in Ky.; Loveville in Md.; Valentine in 
Ariz., Nebr. and Texas; Courtland in 
Minn., Ala., Kansas, Va., Calif. and 
Miss.; Deary in Idaho. There is a Love- 
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lock in Nevada; Lovewell in Kansas; | 
Lovelady in Texas; and just plain Loves 
in the State of Kentucky. In Virginia is 
the plural, Valentines. Others related to 
the subject include Spooner, Wis.; Hon, 
Ark., and Sweet, Idaho 

_ 

eed 

SOMEONE recently suggested that 

advertisers might get better results from 
their agencies if each one had to auto- 
graph its handiwork (i.e. “This com- 
mercial prepared by Flim-Flam Associ- 
ates”). As if to contradict this suggestion, 
a new marketing and advertising expert 
has burst upon the scene . . . and he 
calls himself ANONYMOUS. Why is he 











Ht nenymeus 


anonymous? We don’t know. His infor- 
mational brochure (prepared in his behalf 
by Edward Leighton, Box 315, New York 
16, N. Y.) cleims he goes nameless 
because of the . ature of the facts he will “DON’T CONFUSE ME WITH 
present—because “he is the individual THE FACTS” 

responsible for the very creation of these RESEARCH 


revelations and ideas.” Perhaps this is a 
ak i dae ax wis ae ae COORDINATION 
L£o00ad a reas as a or gong Oo 
SERVICE 








This witty “Light Touch” motto 
never fails to stimulate a smile, 
yet it points right to a serious “‘atti- 
tude” prominent with many direct 


hiding. Anyway, his new monthly news- CREATIVITY 


letter is available for $25.00 a year by 
ger Ben IDEAS Pac 
mat users. 


writing to Mr. Leighton. Readers whose 
FACTS 


curiosity has been whetted as to A’s 
identity will be happy to know that in 
the preliminary brochure, he promises to 


SELECTIVITY Quite often THE FACTS may be 
RESULTS confusing but they never need 


ACCURACY to be. 


“Nameless.” No doubt he’s going to tell : : : 
ab N less’s” - ; LMR is an expert in reducing facts 

IS 3 about “Ni le ag “what- . “a: 

eo ae See - of procedure to logical, “Simple 


tell all about a certain sales whiz called 


chamacalln ’ . B.C.” explanations. These explanations are made up of 
— . 

deed graphs, charts and understandable statistics ...and are care- 

. fully prepared by Know-How” experts drawing on years of mail- 

WARNING! Direct mail people ae eee _ ble “Pass-On” wilemese « . 

hould ith , he “S , ing experiences. These valuable ass-On” experiences come 

ee —_— — a oe Se only to compilers of and mailers to SPECIALIZED MAILING 

Swindle” confidence game has popped LISTS 
up again. It is 200 or more years old 





An LMR List Consultant is always quickly available to you to 
discuss your mailing problems and to bring you Personal Proof 


of LMR UNDERSTANDING. 


It has been repeatedly squelched by 
authorities but about every ten years 
someone revives it. Intended victim gets 
a very personal, handwritten letter from To contact “The Man In The Gray Tweed Suit’, 
Mexico. The writer is in jail for a civil ask your list broker to arrange an appointment.. . 
violation of some kind. But he has a 
trunk stashed away in a customs office F 
across the border. If the victim will ( ) y f / 

arrange with out-of-jail intermediaries J /, (/ Ip — { ( ‘ . (a . 
to pay the customs duty and get the c- A ( oC Camsey A146 MAHES, UC. 
trunk out of hock, he will be given a 
certain large percentage of the cash 404 SOUTH FOURTH STREET, SAINT LOUIS 2, MISSOURI, CHestnut 1-6626 
which is stashed away in the trunk 


Many topflight businessmen have been COMPILERS OF NATIONWIDE BIRTHLISTS AND BUSINESS LISTS 
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SEN-BAK | 


offers youa FREE 
Direct Mail Idea Kit! 





SEN-BAK 
pulls like a tractor 


the mailing piece that 
is available 


in eleven different formats 


Your choice of color and 
reproduction processes... 


Your choice of addressing 
methods... 


Your choice of mailing 
techniques... 


SEN-BAK with a record of proven 


pulling power will get new action, 


new pulling power for your mail 


ines to consumers... dealers 


salesmen new unpact for an 
nouncements, price and catalog 


\nd a SEN-BAK Direct Mail Idea 
Kit plus a continuing subs ription 
to SEN-BAK’s Mail Idea Service 
are yvours at no charge if you'll 


return the coupon below 


N.W.. Washinaton 2. D. ¢ LA 9-1727 


Centlomen B 
Please send me free, my SEN-BAK 


Mail Idea Kit, and enroll me as a sub 
criber to your Direct Mail Idea Service 
Name 

Pith 

Company Name 

Street Address 


City 


fooled by this appeal. They have put 
up their money at the border but the 
trunk and the other intermediaries dis 
appear into thin air. If any of your 
friends should get one of these letters, 
urge them to violate the request to keep 
the message confidential and have them 
turn such letters over to the local postal 
inspectors without delay. It Is a vicious 


swindle 


aae@ 


PARCEL POSI 


increased zone 


CHARTS, 


rates, were 


NEW 
showing 
promptly made available for the Febru 
ary 1 deadline by Pitney-Bowes, Inc 
(manufacturers of postage meters), Wal 
nut & Pacific Sts.. Stamford, Conn. Sta 
tistical information on one side of 
12x 18-inch wall chart; on the other 
side is a map of the U.S.A. with in 
structions for making your own zone 
arcs with the help of thumb tack, string, 
ruler and pen. If you do not have a 
copy, better request one from your local 


P-B office or headquarters in Stamford 
eee 
WE NOTICE that in the promotion 
Week in Philadelphia 


producers of the 


of Printing 
users, buyers and 
vraphic arts were sent keys which would 
open treasure chests in the exhibit hall 
at the Sheraton Hotel. General Electric 
table radios were offered to anyone 
whose key would open one of the seven 
treasure chests. Hope this was cleared 
with the post office and local authorities 
sections of New 


because im _ certain 


Jersey reported) someone 


might have been slapped with a_ sub- 


(previously 


poena. We wish the Post Office authori- 
ties would issue a definite overall ruling 
treasure 


on this subject of keys for 


chests, where there ts no consideration 


involved and therefore no lottery 
—_— 
eee 
FOURTEEN COMPANIES combined 
their mail promotions early in February 
in one of the largest cooperative mail 
ings ever made. Money-saving coupons 
twenty-four different offers 
16,000,000 families in 


involving 
were mailed to 
all major metropolitan markets in _ the 
country Those General 
Foods Tang and Birdseye Dinner, TV 
Guide, Lire magazine and Picture Cook 
book, TrIME, PoPpULAR SCIENCE 
Grant 
Snowdrift, Blue Plate 
bert Margarine and Mayonaise, Hunts 
Sugar Creek 
Creamery, Old Dutch Coffee, Ford and 


participating 


Green 


Beans, LeSueur Peas, Wesson 


Mayonaise, Fil- 
Paste, Sniders ( atsup 
Mercury. The mailing was produced by 
©. E. MelIntyre Inc 375 Park 
New York 22, N. Y 


tracted for all or part of the 16 million 


Avenue, 
Participators con 
substantial 


market ind savings were 


realized by advertisers on sharing of 
envelope, postage and handling costs 
General Foods contracted for the entire 
market, and others mailed to smaller 
April, McIntyre will have 
cooperative mailing, this time to 20 mil- 
lion families in the USA and 1 million 
Mailings are made by name 


segments. In 


in Canada 
to the housewfe, and the market for the 
April mailing will represent the top 70% 
in USA buying power, and the top 65% 
in Canada 


eee 
4 LABELING MACHINE that will 
affix over 30,000 labels an hour on mag 
azines for mailing purposes has been 
announced by the Magnacraft Mfgr. Co 
The new Model RS-65 labeling machine 


will handle either electronic or standard 
labeling tapes, and manufacturer claims 
the machine will affix them permanently 
and in perfect alignment every time 
Automatic town sorting and automatic 
diverting of singles are available with 
the model. Further information available 
from T. W. & C. B. Sheridan Co., 220 
Church St., New York 13, N. Y 


eae 

McGRAW-HILI has 
publication of a new book “On The 
Writing of Advertising,” by Walter Weir 
Chairman of the Executive Committee 
Book, McG-H 
claims, will present stimulating ideas on 
approach copy 
creativity, motivation and other phases 


announced 


of Donahue and Coe 


how to assignments 
of advertising writing. Book sells for 


$5.00 and is available on a_ 10-day 


approval from the publisher 
— 


eee 

AN EXAMPLE of an integrated ad 
vertising campaign is the latest promo 
tion of the Salada-Junket Division of 
Salada-Shirriff-Horsey, Inc., 399 Wash 
ington St., Woburn, Massachusetts. Ob 
ject is to increase use of Junket rennet 
custards, and campaign ts aimed at new 
mothers. Direct mail campaign featuring 
free coupons will reach nearly 2,000,000 
mothers with babies four to five months 
old. A total of 8,500,000 coupons will 
be distributed. But in addition to hitting 
their potential market square amidships, 
Salada-Junket is also advertising in baby 
and child care magazines, and will utilize 


television, radio and newspaper adver 
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Printed on Maxwell Offset-—Basis 80—Linen Finish 


The talents of John Pike are richly apparent in 

D 1 scove ries in “Impressions of Nuuanu Valley, Oahu, Hawaii’. 
The award-winning Mr. Pike regards the world as his 

. ; subject, often traveling with the U. S. Armed Forces. 

Am erican Art Prolific, too. He managed 17 one-man shows during an 
ll-year period. We modestly call your attention to the 
original-like quality of this painting reproduced on 
Maxwell Offset. Not so modestly, we urge you to call 


for Maxwell Offset on your color work! 


HOWARD PAPER MILLS, Inc. @e Maxwell Paper Company Division e Franklin, Ohio 














We sign your letters before you do! 


You're looking at the “dandy roll” 
on a Howarp paper machine. Here’s 
where Howarp Bonpis watermarked 
our subtle signature attesting to its 
excellence as a superior letterhead 
paper, and its right to be known as 
“The Nation’s Business Paper.” 


HOWARD PAPER MILLS, 


Howard 


Companion Lines: 


INC. 


Howard Ledger + Howard Mimeograph 


When your letterhead bond is 
“signed” by Howarp you can use 
it with every confidence that it is 
worthy of your signature—white, 
strong, crisp, and with the crackle 
always associated with praiseworthy 


paper. A good letterhead, and a neat 


letter, on Howarp Bonp goes out of 
its way to earn the attention and re- 
spect it seeks 

Your printer or paper merchant 
will be pleased to show you Howarp 
Bonp, in colors, and in the cleanest, 
truest white you’ve ever seen 


* HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


“The Nation’s 


bond 


Business Paper’’ 


Howard Duplicator + Howard Posting Ledger 





tusing. A case here of using each medium 
to do its own particular job, and to 
supplement the impressions made by the 
other media. It certainly helps the adver 
tiser when the different ad media are 
used cooperatively, and not competitively 

— 

eee 
UNLIMITED POSSIBILITIES for 
stencil reproduction are now possible, 
claims the Milo Harding Co., Tempo 
Stencil Products manufacturer, Monterey 
Park, California. Reason for this claim 
is the new Gehatronic electronic stencil 


which pulls more? 


( ) Individually typed letter 


cutter which will copy any present ° 
printed matter, paste ups, pictures and ( ) Processed filled-in letter 
drawings. All user has to do is cut out 

and dummy up any material he desires, > 

put it in machine, and it will be elec- ( ) Printed letter 

tronically reproduced onto a stencil. Full 

information on the Gehatronic is avail 

able from the manufacturer 


eed 


OKLAHOMA, TOO, has its own Creative talents being equal, between fill-in and the body of 
Direct Mail Leaders Awards, a competi- we'd give the edge to the individ- the letter? What other method so 
tion atterned closel after DMAA’s . : 
Se: ee So ually typed letter, and for good _ closely approximates a dictated 
annual contest. Awards for the best cam . 5 : 7 
paigns of 1959 were presented on Jan- reason, too. letter? That is why Auto-typist 
uary 22nd at the Alvin Plaza Hotel in Direct, personalized communi- letters will produce the most 
Tulsa. Altogether there were 8 awards cation is a proven sales-winner. inquiries per dollar spent for let- 
in such categories as Best of Show, Direct , , . 

You can put this personal touch terheads, handling and postage. 


Mail, Industrial, House Publication and oat é : ; 
Letter Campaign. The annual competi in your mailings with an Auto- The slightly higher reproduction 


tion is sponsored by the Tulsa Advertis typist at surprisingly low cost. costs are insignificant when com- 
ing Federation as a joint effort of the What can match the crisp feel pared to the lower inquiry costs. 
Tulsa and Oklahoma City Advertising . sad 

of your message automatically With a battery of four Auto- 


Clubs (both AFA members). It’s always 
good to hear of new direct mail contests and individually typed on an typists, one girl can easily do 400 


around the country we ought to Auto-typist? How else can you __ to 500 letters per day with ease. 
ate SES Oe ee, WE Sar See be certain of a perfect “match” | That’srealcommunication power! 
neighbors the best in future contests. By 
the way, if you'd like further information 
on their competition or would like to 
know how they set it up, the man to correspondence Send coupon for free booklet and complete information 
contact is Dan Miller, P.O. Box 1260 

211 S. Cheyenne, Tulsa, Oklahoma 


eee = 
FOUR ACES comprised a _ clever INUstioete vas bats __MAIL THIS COUPON TODAY 
mailer from MASA to boost attendance 
at their NYC meeting of February 9th 
The 542” by 4'4” cards printed on glossy 
thin cardboard stock had a typical red 
patterned playing card back. Front ol 


We'd like to tell you more about the Auto-typist and how it can help your 


American Automatic Typewriter Co., Dept. 23 2323 N. Pulaski Rd. @ Chicago 39, Ill 


Gentiemen: Please send booklet, “60 Best Business Letters,"’ which also contains com- 
plete Auto-typist information. 


each carried a photo of one of the Name 


speakers, his name and title. (“Red” Firm 


Dembner of Newsweek, Carl Auerbach 
Address 


Re ee Se ee ee ae ee ee oe ee oe oe 


City Zone State 


ee ee ee ee 
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SEND THE COUPON NOW! YOU CAN 
COUNT THE PROFITS LATER! 


y t below 


Pisces 2 3200 
we use 

1 vest customers. Please, 

1 recommendations FR 


NAME 


Many of the country's most responsible 
list owners make use of our experienced 
services to rent their customer and in- 
quiry names to other (non-competitive) 
mailers, on a substantial royalty-for- 
each-use basis. We can do the SAME 
for YOU! Our clients are among the best 
known, highly respected companies in 
the U.S.A., and your royalties will be 
BIG enough to make it worth while. So, 
if your list has 5,000 or more names, 
Send the coupon NOW for FREE details. 





witAVJA DDERN INC. 


215 FOURTH AVENUE + NEW YORK 3, N.Y. 
PHONE: SPring 7-7460 
CHARTER MEMBER: Notional Council of 

Mailing List Brokers 


LABELS -- 


AnyRoll «- Strip Lobel), 
wre WING MAAILER 2: 


SCA WINGS S00 
+> |_ GREENFIELD. MASS. | 


“FRIENDLY” IS MORE 
THAN JUST A WORD 


Where is the advertiser who doesn’t use ‘‘friend- 
ly”, “friendliness”, “friendly service” in a glib, 
automotic way? You'll never find those words 
in the motto moilings but thet direct mail 
compaign creates friendliness more effectively 
then mouthing the words. It turns prospects 
into friends, and friends buy more and quicker 
if the campaign fits you we guarantee results, 
or money back if it flops. Ask for information 
on your business letterhead 














LET'S HAVE _« 
BETTER MOTTOES ASSOCIATION \* xf 
Chal 


2127 East Ninth St. 
Cleveland 15, Ohic 


Direct Mail PROBLEMS SOLVED 


From creation of single pieces or cam- 
paigns to design and layout of complete 
private production plants. Write: 


BERNARD A. ROSS 


DIRECT MAIL CONSULTANT 
1427 Lucas St. Lovis 3, Mo. 


GARDENERLISTS 


Write for information—Ask for Group No. 1 


ROSK 


POST OFFICE BOX 855 
KANSAS CITY 41, MO. 


of Sales Communication, Inc., Dale Ec- 
ton of TWA, and Austen Ettinger of 
Redbook.) Back of each card carried 
legend: “Here's one ace for the big 
game.” Enclosed was a business reply 
card for making reservation. Clever idea. 
Next time they ought to repeat, but use 
“Kings,” then “Queens” etc. Could end 
up sending out a whole deck to each 
MASA member 
7 
eee 
> AIA IS NOW ACCEPTING entries 
for their 1960 Best Sellers Awards Com- 
petition. The contest is open to advertisers 
and their agencies, and only industrial 
and business-to-business advertising cam- 
paigns that appeared in 1959 will be 
eligible. Contest closes March 31st, 1960. 
Full information, rules and entry forms 
are available by writing Association of 
Industrial Advertisers, 271 Madison Ave- 
nue, New York 16, N. Y 
— 
eee 
IF YOU DID A LITTLE mail jvz- 
gling during the holiday season to com- 
pensate for the seasonal load on the 
Post Office, you might be interested in 
these figures estimated by the Barker 
Greeting Card Company of Cincinnati. 
Found them printed in February’s Man- 
agement Review 
@ About 3 billion cards went through 
the mail during the holiday season. 
@ The average family sent 65 cards; 
the average business concern, 145 
@ The price of the cards was from “¢ 
to $5.00. About 85% cost less than 25¢. 
@ More than 300,000,000 man hours 
were required to address the cards. In 
aggregate they weighed 100,000 tons. 
@ Some 500,000 people were engaged 
in the production of Christmas cards 
There were said to be more than 500,000 
different designs of just about every con- 
ceivable color, size and shape 
e@ee 
SEVERAL PRODUCTIONS which 
deserve a pat on the back for image 
building and company description were 
included in this month's mail. The most 
titled: “Superalloys” and 
Metals Division, Kelsey- 
New Hartford, N. Y. It is 
a superbly designed and produced 36- 


elaborate is 
comes from 
Hayes Co., 


page brochure, describing the complex 
processes which produce many of today’s 
alloys for aircraft and missiles. Another 
less elaborate 16-page booklet tells the 
story of how Graphic Controls Corp., 
189 Van Buffalo 10, 
N. Y., designed a program to create a 
definite image for the nine or so in- 


Rensselaer St., 


dividual companies or divisions it con- 
trols. The actual planning was handled 
by Robert Zeidman Associates, Inc., 128 
E. 56th St.. New York 22, N. Y. Beauti- 


ful work. The other pat on the back 
goes to a less elaborate but effective job 
of image building. It’s a 12-page 8%x11- 
inch booklet issued by Homelite, a divi- 
sion of Textron, Inc. to celebrate the 
dedication of its new plant in Greer, 
S. C. The dedication occurred on De- 
cember 12, 1959. It is interesting to 
read booklets like this, showing what 
big companies like Textron are doing 
all over the United States, but especially 
how they are bringing new industry to 
the South. 
— 
e@@e 

[) A NEW DESK MODEL mailing ma- 
chine that will seal, stamp, and stack 
letters in one operation has been intro- 
duced by Pitney-Bowes, Inc., Stamford, 
Connecticut. This light-weight desk model 


machine, the Model 5500, comes with 
an envelope stacker that will hold up to 
40 letters. Other features are a two-inch 
postmark ad and an internally fed 
adjustable inker. According to P-B, the 
Model 5500 will sell for about '% less 


than any comparable model 
— 


BUSINESS MAIL FOUNDATION 
has completed one year of operation 
Much of the work has not been too 
obvious and that is as it should be 
The string-pullers on a public relations 
program should work behind the scenes 
But many things have been 
plished; notably, getting newspapers and 
radio stations to carry favorable stories 
about direct mail. There is a 1'%4-pound 
portfolio available containing releases, 
booklets, etc. issued in the first year 
You can get a copy by writing to BMF 
at 130 E. 59th St., New York 22, N. Y 
A membership meeting was held Febru- 


accom- 


ary 17, and founders are continuing for 
another year to build a better atmos- 


Phere for direct mail 
— 


5] SALES PROMOTION EXECUTIVES 
ASSN. is holding a three-day meeting at 
the Hotel Astor, New York, on April 
25-26-27. Subject of the meeting will be 
“The Sales Promotion Man—The Com- 
ing Man in Management.” The three-day 
session will feature a variety of speakers 
including Stanley Arnold, noted sales 
promotion consultant, Edward C. Bursk. 


THE REPORTER OF DIRECT MAIL ADVERTISING 





editor of the Harvard Business Review, 
Louis Lorillard of the Newport Jazz 
Festival and others. The program will 
also feature an exhibit area showing new 
ideas in promotional literature, film 
strips, direct mail and other sales aids. 

— 

eee 
[ DIRECT MAIL PRODUCTION 
MEN who select or specify type and 
decorative borders may find a new type 
specimen book produced by Los Angeles 
Type Founders, Inc. a handy reference 
source. The book provides one-line show- 
ings of 278 fine-cast faces available in 
more than 1,800 font sizes, and 422 dit- 
ferent strip rules (starting at hairline on 
one-point body) and decorative borders, 
plus a wide range of Hand-I-Fonts cover- 
ing useful and decorative items. Type 
may be obtained by the piece, the line, 
the font or the pound, or in reproduction 
proofs. For a copy of the specimen book 
write Walter Gebhard, 225 East Pico 
Bivd., Los Angeles 15, Calif 

eee 
[]) UNUSUAL NEWSLETTERS are the 
forte of Demmert & Held, 3330 Knight 
St., Oceanside, L. I., N. Y. D & H writes 
some pretty interesting newsletters for a 
variety of businesses. One is geared for 
local boating shops and marinas, another 
for banks, a third for 
promotion. All employ the 
soft-sell technique and make easy, inter- 
esting reading. These 
available on an exclusive basis in the 


agency self- 


anecdotal 
newsletters are 


buyer's area, and samples are available 
on request from Demmert & Held 

_ 

eee 
|} A HANDY NEW REFERENCE book 
has just been published by Gale Research 
Company, 34th Floor Book Tower, De- 
troit 26, Michigan. The Encyclopedia 
of American Associations lists 9,000 
national associations, professional socie- 
ties and other non-profit organizations 
These associations, Gale claims, are a 
wealth of information and can supply 
Statistics, etc. for 
The book itself is 
key-word and 


obscure facts, data 
their particular field 
cross-indexed by name, 
subject. This completely revised second 
edition is available on 30-day approval 
from Gale Research. Price $20.00 
eee 

GADGETS, GADGETS EVERY- 
WHERE . at least all over a letter 
we received from Doolittle & Co., Inc., 
320 N. Dearborn St., Chicago, Ill. They 
are direct mail advertisers, used the letter 
to point out the variety of attention- 
getting gadgets there are to give a mail- 
ing that extra “zip.” Glued to the letter 
were a plastic golf ball and tee, tele- 
phone, pickaxe, wishbone, turtle, holly 
leaf, a felt whale and rabbit, and a four 
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JUSTOWRITER CUTS 
PRINTING COSTS 


Any typist becomes a 
skilled typesetter when 
she uses a Friden 
Justowriter. She types 
copy on Unit 1 (The 
Recorder) which 
produces this visual 
check and a punched 


paper tape. The rest 


of the job is automatic. 


The Justowriter can save you 
money in producing manuals, 
price lists, bulletins, house 
organs, booklets, and cata- 
logs. For full details about 
this Tape-Talk machine call 
your local Friden man, or 
write on your letterhead for 


more information. 


The Reproducer, Unit 2, 
then reads the tape and 
sets type in your choice 
of 14 attractive faces 
and sizes, one of which 
you are now reading. 
Margins are automat- 
ically justified. Costs 
are far less than for 


metal composition. 


Equipment like this is the 
first step to PractiMation. .. 
Automation so hand-in-hand 
with practicality there canbe 


no other word for it! 


Se 


® |riden 


FRIDEN, INC., SAN LEANDRO, CALIFORNIA. SALES, INSTRUCTION, SERVICE THROUGHOUT U.S. AND WORLD 








leaf clover in a cellophane wrapper on a different colored paper stock, had ing and reproductions of woodcuts, con- 
Certainly not easy to ignore a letter a tear-off business reply card on the end tains a fund of information on how to 
like that The cover features an antique map of remedy that “understaffed” feeling. Man- 
ae the world, is captioned “Ziff-Davis power, Inc., is a national concern that 
oF Photographic Annuals cover the entire supplies temporary help to all types of 
ZIFF-DAVIS sent us a fine mailer photographic world.” A handsome pres- concerns. A good off-beat promotional 
promoting their 1960 Photographic An entation piece. 
nuals. These are five photography mag- = -— 


agine annuals, each covering different eee eee 


aspects of photography (e.g. 35mm., ) AN OLD-FASHIONED ALMA- ]} SELF-PROMOTING mailing piece 
home movie making, color photography) NACKE and vacation calendar is avail- from Commercial Printing & Letter 
The mailer was a 15” long and 6” high able free of charge from Manpower, Inc Service Co., 1015 N. Hawkins St., Dallas, 
spiral bound booklet, describing the five 820 N. Plankinton Avenue, Milwaukee, Texas was a simple four-page folder on 
annuals, and advertising rates and data Wisconsin. The 1|2-page booklet, printed cover stock, featuring words “Between 
for each. Each long page was printed on yellow stock, and using obsolete spell- You & Me” on the cover. Inside was 
a half-tone of a mailbox with a blue 
card held in a die-cut slot. Were sur- 
prised to see that card was not a business 
reply card. Immediate reaction was that 
CPLS had goofed. Second look showed 
u a us that card didn’t ask for a mail reply, 
ee but requested recipient to phone for in- 

PROTYPE on formation. Maybe the suggestion to call 


and the availability of the phone number 


Report from Railway Express: 


prompts more action than the reply card 


nic Appl technique. We wonder. Maybe some of 
our]2 56? 9 = you have an opinion 
our! 124456 eee 


; ONE DAY you may pick up a copy 
tour 123456 of Keats or Milton and find the pages 


Le oepe may ire a pale yellow and the printing is a 
. deep brown. Not implausible, claims 

r 1234567890 t : color expert Faber Birren in discussing 
r 1234567890 the new “Impact” paper developed by 
Whiteford Paper Company. In a new 

134567890 booklet, “The Age of Reason for Color”, 
234567890 Mr. Birren points out that there is a 
12345078 890 F ratio between whiteness of the page and 

124501 Se7890 blackness of ink, that this can produce 


susie eye fatigue. “Impact” involves lightly 
tinted paper and dark colored ink which 


"7, i a reduces ratio between page brightness 
and ink, thereby reducing glare and eye 
' strain. The booklet, printed with the 


Impact formula on four tints of paper 
and three different colored inks, is avail 
able free by writing Allied Chemical Co., 
Advertisine Manager, 75 West Street, New York 6, N. ¥ 


a 
Cie ll 
Railway Express A eee 
. : ] AFTER SEEING the first issue of 


the new Credo postage stamps... we 
are stili weadering how the rushed and 
“We bought our ProType to prepare a rush promotion for simultaneous pre- overworked postal clerks can determine 
sentation in 10 different cities. This one job alone paid for our ProType whether an envelope bears an actual 
and we've used it on $100,000 worth of work since!” paid-for postage stamp or whether it 
might be one of the discount stamps 
“With ProType, we have constant control over a job. Type changes can used by the publishers who are offering 
be incorporated immediately. With our 52 ProFonts, we can do almost any one-half price deals. We know the 
philatelists like to get new issues, but 
while the Post Office is trying to speed 
up operations and plan for standardiza- 
tion . . . it seems to us the new George 
Washington stamp and those to follow 
; : simply add to the confusion. In recent 
largest type library! No darkroom needed to produce perfect antie we tate seseieed soul eo 
type in minutes. Write today, or call your Davidson Distrib- lopes on which the postage stamp had 
utor (he’s listed in the Yellow Pages). Davidson Cor- not been cancelled. In another case, a 
poration, subsidiary of Mergenthaler Linotype Company, 
29 Ryerson Street, Brooklyn 5, New York. THE REPORTER 


says Victor Dell Aquilla, 


job. It’s hard to estimate just how much hand-lettering time ProType saves 
—not to mention printers’ overtime!” 


More facts: ProType has no moving parts. Anyone can operate it, with 
professional results. 25,000 type styles and sizes, from 6 pt. to 96 pt.—world’s 





prominent company mailed some enve- 
lopes and the postage meter imprint had 
been turned off so the city and date had 
been left off, although the amount had 
been imprinted. We agree with what 
Ted Bihler, of The Journal of Commerce, 
said at the G&H Meeting in Miami 
Beach recently... “Let's every- 
thing as easy as possible for the Post 
Office to deliver the mail.” 


make 


eee 

ENJOYED READING some recent 
copies of “Paste Pot & Scissors,” a new 
house magazine of the Volk Corporation, 
1401 N. Main Street, Pleasantville, N. J 
Volk’s, as you may know, is an art serv- 
clip books containing all 
paste-up. “PP&S” 


features unusual art work available, new 


ice selling 


varieties of art for 


techniques, and a friendly message from 
Harry Volk, Jr 
and design vary widely from month to 


Cover layouts, colors 
month, but all are interesting and well 
executed. Copies are available from Volk 


for the asking 


e@¢ed 

WHICH MAGAZINE WAS No. |! 
in pages of power gardening equipment 
advertising in 1959? Question is asked 
on the front fold of advertising mailing 
piece from Organic Gardening, Emmaus, 
Pennsylvania. Piece is 11” wide, 5” high 
high. Showing 


Front page is only 34” 
below from second page are covers of 
9 national magazines, and above each, 
a space for the recipient to place his 
guess as to which really was first in 
power gardening equipment advertising 
Needless to say, Organic Gardening was 
Inside, O.G 
surveys 


the winner by 65 lengths 


listed their latest readership 
again showing their magazine the winne: 
Still further, they show a table of sub- 
broken down by amount of 
land owned. Finally, of 


show rates and circulation An interest- 


scribers 


course, they 


Ing piece of promotion 


eee 

IF YOU HAVE EVER WONDERED 
why the address labels on unenclosed 
magazines come to you upside down 
here is the answer: The Post Office has 
asked the magazine publishers to do 
their addressing that way because the 
clerks sorting right-handed have to deal 
with the opening pages of the publica- 
tion when the address label is right side 
up. If it ts upside down, then the clerks 
can handle the magazines on the bound 
edge much easier and much faster. The 
sad part of that story is: the Post Office 
still gets only around $66 million an- 
nually for handling 2,695,000,000 pounds 
of second class publications, while the 
Post Office receives (according to latest 
report) 


available cost ascertainment 


from all first class and airmail, plus 
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third class, $142 billion for handling 
2,020,000,000 pounds in those three 
classifications. That’s the real basic un- 
surmountable problem faced by the Post 
Office 

— 

eo@ede 


A NEW LINE of metal cabinets for 
storage of paste-ups, art work, photo- 
graphs or any flat objects has been an- 
nounced by the nuArc Company, Inc 
4110 W. Avenue, Chicago 51, 
Ill. Each item is inserted in a heavy 
kraft paper envelope which slips onto 
a clip suspended from a cross bar in 


Grand 


the cabinet. This hanging method keeps 
the boards flat and eliminates all warp- 
ing, the manufacturer claims. Available 
in six sizes, full information is available 
by writing nuArc for Bulletin N7771 

— 

eo@ede 
rWO NEW TABLE-TOP folding 
machines have been announced by 
Print-O-Matic Inc., 724 Washington 
Bivd., Chicago 6, Ill. The Fold-O-Matic 
machines (FH-6AP and FH-SHD) fold 
sheets from 4” x4” up to 17%” x22” 
at speeds up to 9,000 per hour in all 
types of parallel folds. They will slit, 


perforate and score, or vertically crease 


Automatically feeds, cuts, glues and attaches address labels to maga- 
zines, newspapers, tabloids, catalogs and flyers. Applies roll strip 
labels, continuous pack form labels, and tape strip labels pre-addressed 
from your plate, stencil or punched card system. Even applies cut or 
individual labels! Easily adjusted for changes in thickness of piece or 


position of label. 


CHESHIRE 


INCORPORATED 


The Cheshire Model C. 


Write for 
descriptive brochure 


Dept. RDM-3 


1644 N. Honore St.* Chicago 272, Ill. 








with or without the folding operation. 
Machines have been designed for use in 
large offices or as auxiliary equipment 
for printers, lettershops and _ binderies 
Catalog sheets and price schedules avail- 
able from the manufacturer 
— 
eae 
AN INTERESTING MAILING was 
sent last fall to all ski clubs in the 
U.S.A. by Thom Hook, 667 Madison 
Ave.. New York 21, N. Y. Attached to 
each letter was a two-inch strip of 
colored 16-mm. film. The letter was in- 
tended to promote the rental of a 25- 
minute colored sound film, titled “Ski 


“Really! 


Prices F.O.B. New York—Slightly higher Denver and West 


Flight to Austria.” And obviously in 
the background there was a promotion 
of ski charter flights to many of the 
well-known spots around the world 
Under Civil Aeronautics Board ruling 
airlines cannot make films of their 
bargain-rate charter flights (don’t know 
the reason for all this, but an _ inde- 
pendent producer can offer such filmed 
promotion). Attached to the letter was 
a page reproducing shots from the film 
offered. Understand the mailing worked 
very well and we can add this to the 
list of unusual direct mail angles. Thom 
Hook is a specialist in television and 
film presentations and in many cases 


...our Thomas Collator earns its 


$14959 cost every 2 months!” 


Time savings does it! With the Gatherette electric 
collator one girl collates where before it took three! 


What’s more, she does it comfortably at her desk. 
And when she’s finished, the lightweight and 
compact Gatherette is no trouble to put away. 


Why continue tiring, time-wasting hand 
gathering of duplicated sheets into sets? 

A Gatherette can work wonders in savings and 
morale! The Thomas people will gladly 
demonstrate that. Write them today and see. 


Thomas Collators Inc. 


100 Church St., Dept. W1, N. Y. 7, N. Y. 


adapts them to direct mail work. You 
might be interested in getting his per- 
sonal promotion 
pape 
eed 
WE'D LIKE TO RECTIFY an 
omission from last month's list of Direct 
Mail Clubs seems we overlooked Ft. 
Worth-Dallas. Their Direct Mail Day 
Seminar will be held on April Ist at the 
Colonial Country Club in Ft. Worth. The 
speakers read like a who's who in direct 
mail — Nick Samstag. Bob Stone, Jim 
Dooley, Giff Booth, Max Ross, Andy 
Andrews, and Bob DeLay. Attendance 
is limited due to space problems so 
if you'd like to attend, suggest you con- 


-tact M. P. Brown, 4500 High Point Rd., 


Ft. Worth. Tickets, including lunch, for 
this all-day affair are $18 with a 10% 
discount if M.P. receives your check 
before the 20th of March 
— 
eee 
SYNDICATED NEWSLETTERS o: 
house magazines are making it possible 
for a lot of small business people to 
use direct mail. A good case in point 
comes from Larry Jacobson, of Camera 
Gazette Publishing Co., 3211 N. Central 
Ave., Chicago 34, Ill. Mr 
operates a retail camera shop, but over 
the years has developed a monthly 8&- 
page, 5% 
which was extremely successful in creat- 


Jacobson 


x 82-inch self-mailing folder. 


ing business for his own shop. After 
proving its success in his own business, 
he then offered it to other camera re- 
tailers in the U.S.A. and Canada. He 
has so far published 50 consecutive 
monthly syndicated issues. Mr. Jacobson 
works closely with the manufacturers 
and also with the individual stores in 
order to keep his monthly copy and 
illustrations right up to the minute. We 
have examined a half-dozen copies and 
we like the simple and down-to-earth 
presentation 
a 
eee 
SPEAKING OF SMALL BUSINESS, 
Frank Edds, of Young Advertising 
Services Ltd., 29 Ripley Ave., 
3, Canada, sent us Volume 1, No. 1 of 


Toronto 


a new 4-page newspaper tabloid, titled 
The Independent Businessman. Frank 
created the tabloid for the Canadian 
Small and Independent Business Federa- 
tion to be mailed monthly from Suite 
903. Royal Bank Bldg., 
an effort to help the small businesses 
which are the backbone of Canada’s 
economy. The Federation will operate 
a credit union in an effort to solve tight 
money problems. We were interested in 
the definition of small business and 
membership eligibility. It is: “Any busi- 
ness whose shares are not listed on the 


Toronto 1, in 


THE REPORTER 





stock market and whose book net 
worth does not exceed one million dol- 
lars — is qualified for membership in 
this Federation.” If interested in this 
development, you might be able to get 
a copy by writing to Frank Edds. 
— 
eee 

BEAUTIFUL COLOR REPRODUC- 
TIONS are dramatized in a Direct Mail 
Color Kit being offered by Curt Teich 
& Co., Inc., 1733 W. Irving Park Road, 
Chicago 13, Ill. Kit contains actual 
samples of current work being produced 
for clients all over the country... post 
cards, large mailing cards, circulars and 
so forth. This demonstration of a 3D 
process actually gives the impression of 
unusual depth. The prices are extremely 
reasonable if you can use the minimum 
order of 12,500. Kits are available to 
Reporter readers on request 


eee 

SURPRISING NEWS! The 64-year- 
old name of Brown & Bigelow, manufac- 
turers of remembrance advertising (which 
is definitely a part of the direct mail 
picture) will in the future be absorbed 
by Standard Packaging Corp., of New 
York City. B&B's president, Mrs. Charles 
A. Ward, will serve on the board of 
directors of Standard and for the pres- 
ent, most of the officers of the St. Paul 
organization will continue to serve. In- 
cidentally, Standard Packaging Corp 
also absorbed Eastern Paper Co. some 
years ago and the advertising manager 
of the Eastern Fine Paper & Pulp Divi- 
sion of Standard Packaging Corp., in 
Bangor. Maine, is our old friend, George 
P. Saxer, who was formerly with Ham- 
mermill, in Erie. It is sometimes difficult 
to keep things straight in these days of 
many mergers. Incidentally, George 1s 
writing some fine form letters to printers 
They are reminiscent of the Jack Carr 
style of Cordial Contacts. We particu- 
larly liked his mid-winter letter which 
started off. “Damned Alaska!” Then told 
about the Maine winters and moaned 
about the fact that Maine could never 
be considered the most northern United 
State 

— 


e@ee 

SOMEONE AT THE UNIVERSITY 
of Illinois should have a talk with 
student Dick Icen, who writes for The 
Daily Illini...the campus newspaper 
published at Urbana, Ill. Under a head- 
ing. “A Biased View,” student Icen wrote 
a blistering attack against direct mail 
outlining all the annoyances such stuff 
causes. Too bad such tripe has to come 
from the University of Illinois, which is 
among the leading educational institu- 
tions carrying direct mail courses 
and it is also the headquarters of the 


famous American Business Writing Assn 
Of course, the professors can’t censor 
the student paper but they could do 
a little “educating.” 

7 

edd 


] IN THE PAST we have mentioned 
a number of outstanding annual reports 
by financial institutions. We should not 
ignore a nearby neighbor, The Franklin 
National Bank, with main headquarters 
in Franklin Square, Long Island, N. Y 
but with branches all over the Island 
The 1959 report is a fine example of 
modernized financial explanation. Some 
of us remember the start of this or 


IIN 
GOOD 


ganization back in the 1920's when it 
operated in small quarters and was 
started by a group of Floral Park 
merchants. In the first year the total 
deposits were only in the five figures 
By 1929 they just reached one million 
dollars, but went downward during thé 
six following years of the depression 
In 1959 total deposits had reached $612- 
plus million which gave the Franklin 
National a 39th rating nationally. Cover 
of the report is a color reproduction of 
Ben Franklin at his printing press. We 
like the slogan accompanying it: “Small 
business is big business at Franklin 
National.” e 


If you were to examine our newest SUCCESSFUL 
PROMOTIONS FOLDER, you could not help but notice the 
many different kinds of companies that found it profitable 
to use our personalized, “built-in” reply card 

(or envelope) to increase the “pulling power” of their 


mail advertising. 


You would notice, too, the STATURE of each individual 
company ... many of them leaders in their particular fields. 
This fact in itself should tell you that when your mail 
promotions take advantage of our RETURN-A-CARD 
FORMAT — and the skills of our creative and production 
organization — you have merely confirmed the judgement 
of executives in some of our nation’s largest and 


most efficient companies. 


The SUCCESSFUL PROMOTIONS FOLDER mentioned 
above is available without obligation simply by requesting 
it on your letterhead. To avoid the embarrassment of 
conflicting accounts, please state product and markets for 


which promotion is intended. 


SALES LETTERS 
INCORPORATED 
155 West 23rd Street - New York 11, New York 


Telephone: WA 9-2680 


SALES OFFICES: Newark « Philadeiphia « Chicago 








S. Arthur Dembner 
Chairman of the Board 

Robert F. DeLay 
President 


Direct Mail Advertising Association 
3 East S7th Street, New York 22, N. Y. 


MUrray Hill 86-7388 





Direct Mail Advertising Institute 
Scheduled for U. of Illinois Campus June 5-10 


Its “back to school” for 50 lucky 
mail enthusiasts, when DMAA 
University of Illinois join 
once again to sponsor the DIRECT 
MAIL INSTITUTE, JUNE 5-10. 

The week-long “work sessions” will 
be staged on the University of Illinois 
campus, Urbana, Illinois. Classes will 
be held at the Illinois Union Build- 
will be 


direct 
and the 


ing. and the “students” 
housed at the INMAN HOTEL, 

All facets of direct advertising 
from planning of campaigns to the 
economics of production will be coVv- 
ered by top industry and university 
Included among the in- 
dustry “teachers” are: Paul Bringe. 
Rob Comein. George Cullinan, Bill 
Charlesworth, Ira Rubel, “Red” 
Dembner, Orville Reed, “Pete” Hoke, 
and Bob DeLay. 


instructors 


mestructors 


University include 


Profs., Hugh W. Sargent, Charles H. 
Sandage. John Maguire from the 
University of Illinois staff, and Pro- 
Arthur Upgren, Macalester 
College, St. Paul, Minnesota. 

Daily sessions will start at 8:10 
AM and continue till 5 PM. An open- 
ing buffet dinner on Sunday evening 
June 5th will begin the event. The 


fess« I 


annual 
Thursday evening. 

Registration fee for the course is 
$115, and the enrollment will be 
limited to 50> students. 
the opening buffet, and the annual 
banquet are included in the registra- 


banquet will be 


I ume heons, 


tion fee. 

Reservations are now being 
Wayne A. Lemburg, 
Bureau of Business Management, 
University of Illinois, Urbana, IIli- 


or through DMAA. 


accepted by 


nom... 








New Industrial 
Committee Named 


A new 16-man committee to serve 
the interests of industrial users of 
direct mail, has been named by H. H 
Henderson, Direct Mail Division of 
McGraw-Hill Publishing 
a veteran in industrial mail practices. 

The committee will provide an ex- 
change of information on industrial 
convention 
programming and DMAA 
Headquarters on projects to better 
serve industrial users of the mail. 

Named to the are: 
Bruce Andrews, STRAN-STEEL CORP.. 
Detroit, Mich. . . . V. G. Baker. 
HOWARD SMITH PAPER MILLS LTD.. 
Montreal. Canada... A. R. Tofte. 


Company, 


mail problems, suggest 


advise 


committee 


ALLIS-CHALMERS MFR. co., Milwau- 
kee, Wis... . Lee DeYoung, SOUTHERN 
NITROGEN CO., INC., Savannah, Ga.... 
Margueritte M. Wright. strrzeL- 
WELLER pist., Louisville. Ky. ... Bob 
Chatley. CESSNA AIRCRAFT CO., 
Wichita, Kansas... Henry S. Chillas, 
WHITING corP., Harvey, Ill. ...H. L. 
Metz. ADDRESSOGRAPH - MULTIGRAPH 
corp., Cleveland, Ohio... Edward 
W. Evans, MILLER PRINTING MCHNRY. 
co., Pittsburg. Pa. . James H. 
Young, CHAMPION SPARK PLUG CO.. 
Toledo, Ohio... Dean L. Stubble- 
field, SCHEN LABS. PHARMACEUTICAL, 
INc., NYC... Millard S. Simon. wEst- 
ERN ENVELOPE CORP., San Francisco. 
Calif....Charles R. Pope, REMING- 
rON RAND, New York City. Oke R. 
Henstrand. PLAX corp. Hartford, 
Conn. 


Trade Show Highlights 
San Francisco Event 


DR. ERNEST DICHTER, founder of motivational 
research, FEATURED SPEAKER 


One of the features of DMAA’s 
first West Coast convention. May 4-5 
will be the 40 panel exhibit of new 
equipment and processes for direct 
mailers. 

Exhibit 
BLAKE MOFFITT 
arranged for the trade show, and the 
display of Direct Mail Leaders in the 
Nob Hill Room of the FAIRMONT 
HOTEL, The exhibit will adjoin the 
main meeting room where the work 


Chairman. Jim Owen, 


& TOWNE, has 


sessions will he held. To encourage 
participation, the display boards will 
cost exhibitors only $50 per panel. 
Prospective exhibitors may contact 
either Jim Owen, 599 Eighth St.. San 
Francisco. or Rohrbach at DMAA. 
luncheons, a breakfast and 
included in the 


Two 
cocktail party are 
$35. registration package. Wives may 
register at $15. 

The opening luncheon will be held 
jointly with the San Francisco Ad 
Club, who have joined with the Ad- 
vertising Association of the West and 
DMAA to 


Nearly 500 persons are expected to 


sponsor the convention. 


participate. 
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International Paper’s Ti-Opake gives opacity 
plus brilliant reproduction like this 


(Its amazing ink stand-out brings life to your picture) — turn psce = 





What you should know about INTERNATIONAL TI-OPAKE 


—a leading member of International Paper’s first family of fine papers. 


NTERNATIONAL Ti-Opake gives you 
] opacity in a lighter weight paper. You 
can print both sides of this bright, blue 
white paper without show-through 

ri-Opake takes ink perfectly. Dries 
quickly without feathering or offsetting. 
And its clean surface and high level of 
printability help bring pictures to life 
You can count on excellent printing re- 


sults with International Ti Opake—in bril 





liant full color or striking black and white. 
International Paper's Ti-Opake is a 
multi-process paper, It can be used for 
offset-lithography, letterpress, silkscreen, 
or sheet-fed gravure 
li-Opake is versatile. 
and vellum finishes it can be used for 


In both smooth 


brochures, stuffers, greeting cards, price 
lists, booklets, inserts, annual reports, and 
announcements. And you will find its fast- 


drying properties make it ideal for rush 
letterpress jobs. 

Ask your paper merchant today about 
the newly-designed 8% x 11 ream-sealed 
packages with handy pull-tape opener 
They are made to order for small offset- 
duplicating presses and come in conven- 
rent pull tape junior ¢ artons. International 
Ti-Opake is also available in all standard 


book $1Zes., 


Fine Paper Division INTERNATIONAL PAPER New York 17,N. Y. 





Florida ’60 Convention Promises New, Unusual 
Program and Promotion 


Get set for something new, unusual 
and educational at DMAA’s October 
9-13. convention in Bal Harbour, 
Florida. 

All members received a gaily car- 
toned orange as the kickoff to an 
exciting promotion program designed 
to guarantee the top advertising 
audience of the year. 

Top names and “grass roots” ses- 
sions dot the program that is being 
corraled by Program Chairman. Bob 
Dale. and his committee. 

“Pete” Hoke’s 


has scrapped the usual 


promotion group 
“newsletter” 
approach to promotion. Prospective 
attendees should be alerted for the 
interesting “mementos” which mail- 
men will he delivering. 

Hoke to attract direct 


suppliers to the 


Assisting 
mail vsers and 
AMERICAWA %*)TEL are: Lou Entler. 
LOU ENTLHER asSsociaTeEs: Bob Fisler. 
rIME INC.: Bernie Fixler. CREATIVE 


Penn-Sheraton, 
Pittsburgh Industrial 
Workshop Site 


Continuing the practice of bring- 
ing activities to the members and 
other interested direct mailers. DMAA 
has scheduled this year’s INDUSTRIAI 
WORKSHOP, in Pittsburgh. April 21. 

Keynoting the morning session at 
the PENN-SHERATON will be ALcoa’s 
Jay Sharp, National Director of Na- 
TIONAL ASSOCIATION OF ADVERTISERS. 


George W. Head 
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MAILING SERVICE; Paul Greenaway, 
FLORIDA POWER & LIGHT CO.; Robert 
James, JACKSON GROVES: Wilbur 
Kurtz, COCA-COLA co.: Jack Leslie, 
LESLIE CREATIONS; Richard Powers, 
TALON INC.: Art Schlosser. 
GRAM sTuDIOS; Glorie Carlberg, ZeL- 
LERBACH PAPER Co.: Nick Cestari, 
ACE LETTER SERVICE; Bill Stolberg, 
GENERAL ELECTRIC co.: Bill Stubbs, 
FLORIDA EXPRESS FRUIT SHIPPERS 
assoc.: and Howard Turner, D’ARCY 
ADVERTISING. 

Steering Committee Chairman T. V. 
Bihler, JOURNAL OF COMMERCE, an- 
nounced four new appointments to 
assist in planning the convention. 
They include: Entertainment, Dick 
Messner. MARBRIDGE PRINTING CO.: 
Wives Entertainment, Mrs. Ed. Lus- 
tig: Publicity, Fred Borden: and 
Finances. Mack Weiss, NEW ERA 
LITHOGRAPH. 


Featured at the luncheon session 
will be George W. Head, advertising 
and sales promotion manager, Na- 
TIONAL CASH REGISTER Co. & Vice 
President of the ADVERTISING FEDER- 
ATION OF AMERICA. Other program 
highlights on the full-day of activi- 
ties include John Yeck, YECK & YECK: 
Art Dietrich, MINNEAPOLIS-HONEY- 
WELL REG. cO.; Gifford Booth, mc- 
CORMACK-ARMSTRONG CO. INC.: Bob 
Chatley. CESSNA AIRCRAFT CO.: Pete 
Hoke. REPORTER OF DIRECT MAIL 
ADVERTISING: T. J. Farrahy. wWest- 
INGHOUSE ELECTRIC CORP.: Sam Was- 
serman, JAMES GRAY, INC.: Ron Hess. 
KETCHUM MCCLEOD & GROVE: and 
Louis Beck. ADVERTISERS ASSOCIATES 
INC. 


Frank E. Fehiman 
Noted Ad Man 
Extolils DMAA Library 


One of the country’s most experi- 
enced advertising Frank H. 
Fehlman (oldest living past-president 
of New York Advertising Club, and 
their present chairman of the library 
recently paid a visit to 
headquarters of DMAA. He was 
terrifically impressed with the direct 
mail library, and surprised to find 
such a remarkable collection of cam 
paigns existed! Mr, Fehlman, in a 
recent article by Robert Alden of the 
NEW YORK TIMES, is said to be one 
of the most “instrumental men in the 


men, 


committee } 


MONO- 


development of business and adver- 
tising libraries throughout the coun- 
try.” He shows advertising people 
how to found their own libraries, and 
has just arranged a grant for new 
book purchases for the famous 
BROOKLYN BUSINESS LIBRARY. While 
at DMAA he received 10 DIRECT MAII 
LEADER campaigns to add to this 


large grant. 


Have You Heard? 

DMAA’s “PONY EXPRESS” greeting 
card painted by Benton Clark, is 
galloping across country every which 
way to new fame! The POSTMASTER 
GENERAL'S OFFICE in Washington, 
D. C. is using it in connection with 
their publicity for the forthcoming 
Pony Express stamp .. then 
Roy Coy. of St. Joseph, Missouri, is 
borrowing the original painting from 
DMAA’s headquarters (where it hangs 
in Bob DeLay’s office). It will have 
a prominent place of honor in the 
ST. JOE MUSEUM for their centennial 
celebration which April 2, 
with great formalities and a_ cross 
country re-run of the Pony Express. 
In addition, they are using the paint- 
ing in color for the MUSEUM GRAPH 
MAGAZINE FEB.-APRIL issue. (You can 
order a copy for $1.00 by writing 
them for it.) 

Calendar of Events 
MARCH 
New York—Hotel Plaza, Fund 
Raisers’ Workshop 
Detroit—Statler-Hilton Hotel, Direct 
Mail Day 
Urbana, Illinois 
Tulsa - Okla. City Direct 
Dinner 


issue. 


7 
begins 


Direct Mail Day 
Mail 


APRII 
Fort Worth- Dallas Direct Mail 
Day Colonial Country Club, Ft 
Worth 
New Orleans—Direct Mail Day 
Minneapolis — Direct Mail Day 
Hotel Normandie 
Chicago-New York- Philadelphia 
Direct Mail Days 
Pittsburgh Penn Sheraton Hotel 
3rd Annual Industrial Workshop 
MAY 
4-5 San Francisco Fairmont Hotel 
DMAA West Coast Convention 
Kansas City, Mo.—Direct Mail Day 
JUNE 
Urbana, Ilinois—University of Illi 
nois, Direct Mail Institute. (Further 
details write DMAA) 
AUGUSI 
Deadline 1960 DIRECT 
CONTEST ENTRIES 
OCTOBER 
9-13 Miami (Bal Harbour) Florida—4 3rd 
Annual DMAA Convention 


MAII 





THE 
‘59ers 

SILVER 

LODE 


by G. W. “Bill” Charlesworth 


John Deere, Moline, Iilinois 


REPORTER'S NOTE: 


Bill Charlesworth is one of those fellows 
whe practise what they preach . . . as you'll 
see when you read this fine story of a top- 
notch sales incentive campaign. When he's 
not dreaming up new ideas for John Deere 
(form implement manufacturers) Bill's teach- 
ing ot the Moline Community College. He's 
also active at the University of Illinois Direct 
Mail Institute. He joined Deere right after 
graduation from the U. of Idaho (we quote 
his words) “too many years ago.” The “Silver 
lode” campoign is Bill's creation, and he's 
responsible for all the copy on the flyers and 
cards. It's a shame we can't show them all in 
detail, but they're just fine. The artwork and 
layouts were handled by a Chicago Art 
Studio, Stephens Biondi DeCiccio Inc 


() hundred years after the 
859ers found silver in Nevada. 


the “59ers of Deere & Com. 
pany were panning silver out of their 
own private treasure lode. The silver, 
however, was not clay-caked ore, but 
had been refined into elegant eating 
utensils lovingly labeled “sterling.” 

In 1959, John Deere & Company 
of Moline, Illinois, manufacturers of 
tractors and farm implements. initi- 
ated the John Deere “Silver Lode” 
contest to spark tractor sales among 
their dealers and salesmen. So suc- 
cessful was the contest that we happily 
handed out to our salesmen Silver 
Lode Certificates 
over $25 million in sales. 


representing well 


The contest was open to all our 
dealers and salesmen. However, to be 
eligible, each one had to register 
prior to the contest. We have around 
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5,000 dealerships and _ 10-11,000 
salesmen in the United States and 
Canada. Of these about 7,500 entered 
the competition. (I might add that 
later many of the other 3-4,000 were 
to regret not entering.) 

Basically, the contest worked like 
this. A tractor sales quota was set 
for each dealership by our sales 
branches throughout the USA and 
Canada. Quotas differed for the vari- 
ous dealerships according to their 
normal volume of business and size. 
(Some are one- or two-men operations, 
others employ as many as 15 or 20 
salesmen.) Once the dealership per- 
sonnel had completed their tractor 
sales quota, all individual salesmen 
were eligible for awards. Tractors 
sold to make the quota were also 
credited for awards. 

The awards offered were in the 
form of “Silver Lode” certificates. A 
salesman in the USA won a certifi- 
cate for every two tractors sold; 
Canadian salesmen had to sell three 
tractors to merit a certificate. How- 
ever, the Canadian certificates were 
worth more in “trade-in.” 

Each U.S. certificate 
cashed in for either a 6-piece place 
setting of sterling silverware, or for 
a $37.50 Government E Bond. Cana- 
dian certificates, however, could be 
converted into &-piece place settings 
or a full value $50.00 bond. Although 
silver was the theme of the campaign, 
each individual was completely free 
to choose either the bond or the 
sterling. The contest was in effect for 
the entire sales year, depending upon 
the branch. However, the actual pro- 
motion started about the last of Jan- 
1959, and 


cases) on October 31st. 


could be 


vary. closed (in most 


Make That Quota! 


The “Silver Lode” contest was ini- 
tiated and carried on by an extensive 
direct mail campaign, aimed both at 
the dealer or salesman and at his 
wife. Altogether 15 were 
mailed out, about half going to him, 
half to her. Various formats were 
used. Most were flyers, but we also 
used postcards, and a packet contain- 
ing literature on various silver pat- 


pieces 


terns available. 

All the flyers featured black & 
white half-tones, showing housewives 
and breadwinners in various postures 
extolling the virtues of sterling silver. 
Copy was printed in black, although 
captions printed in either 
orange, blue or green, or any com- 
bination of the three. All implored 
the salesman and his wife to “make 


were 


that quota!”, “keep up that whisper- 
ing campaign,” “earn that silver.” 
Several of the flyers employed 
gadget (or premium) attention get- 
ters. Perhaps the most interesting .. . 
the one that evoked the most com- 
ment was a letter accompanied 
by a sterling silver pin, fashioned in 
the shape of a spoon in the Gorham 
Fairfax pattern. It was made espe- 
cially for us by Gorham and in the 
handle was imprinted the “leaping 
deer.” trademark of John Deere & 
Company. At the same time wives 
were receiving their pins, the salesmen 
were receiving a_ special sterling 
silver pocket knife, and a letter of 
congratulations on his fine effort to 
date. 
Another 
specially made was a replica of an 
early English coin, the FEasterlin. 
This came tipped-on a letter featur- 
ing a half-tone of medieval citizens 
happily expressing their confidence 
in the excellence of the sterling silver 
Easterlin, the forerunner of the 
pound sterling. These replicas cost 
us between 4 and 5¢ apiece. Needless 
to say, they weren't silver. Two other 
gadgets we used effectively were chop- 
sticks (available most anywhere for 


attention-getter we had 


a cent or two) and sea shells. 


She Selis Sea Shells 


There’s an interesting story behind 
the sea shells. Our supplier spent 
about 6 weeks exploring this; finally, 
he arranged with a novelty house in 
Chicago to supply shells. Price—5¢ 
apiece. That seemed high, consider- 
ing that we just wanted an ordinary 
shell . . . nothing of value. 

My wife happened to talk with a 
lady who hunts shells in Florida. We 
got the name of a_ supplier—The 
Shell Company in Ft. Meyers; they 
had cockleshells $5.50 a bushel. 
We ordered five bushels, as I recall 
The mailings went out. There was 
nearly a bushel left for my young- 
sters. Our savings . $350.00. 

The lesson? Don’t always depend 
on your suppliers: even an amateur 
can be smart once in a while. 


Bonds Preferred to Silver 


Interestingly enough, as the sales- 
men began to cash in their certifi- 
cates, we discovered that the majority 
elected to receive bonds, not silver. 

This is one explanation. Perhaps 
it is sound. 

We are dealing with three groups 
of men... (1) The businessman 
who is well established in his com- 
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munity (the dealer) . (2) the 
middle age salesman or new dealet 
> 


(3) the young man. The estab- 


lished person had silverware appar- 


ently. or has no desire for it—-at 
least. that’s the way it seemed as the 
certificates were received. He asked 
for silverware for his son o1 
daughter. 

The second group just didn't want 
silverware. they ordered bonds. In 
one case, we were asked to send cash. 
In another case or two we were 
asked by the participants to quit 
sending mail to the wives: they didn’t 
like the wives to know about the 
contest because they had no inten- 
tion of letting thei: wives have 
silverware. 

The third group, of course. was 
young folks starting out: they asked 
for silverware. 

Ihe silverware and the bonds were 
awarded through our advertising de- 
partment. We made arrangements 
through Josephson’s. a local jeweler. 
and R. J. Arbatsy of the Gorham 
Co.. representing the Silver Guild. 
[he major silversmiths agreed to 
accept individual orders from us: 
they. in turn, shipped silverware 
directly to the winners. We developed 
a special ordering system. with 
proper cross check to insure that 
each individual received his awards. 

Individuals were encouraged to 
send in their certificates . . . even 
one or two place settings at a time. 
Getting part of a table service stimu- 
lated further interest in selling trac- 
tors. (Incidentally, though I’ve men- 
tioned Gorham twice, they had no 
monopoly on silverware fulfillment. 
Other silver companies cooperating 
with us and offering us special prices 
were International, Reed & Barton, 
Lunt and Wallace and others.) 


The overall effect of the complete 
campaign is startling. All fifteen 
mailers — postcards, flyers, puzzles 
and folders — were beautifully re 
produced on fine paper using three- 
color captions. Many flyers had 
handsome matching envelopes. Tip 
ped-on gadgets such as seashells, 
chop sticks and silver coins created 
added interest 




















Bonds, of course, were simple to 
handle. Most companies have bond 
departments ; we used ours to handle 
the bonds 

The “Silver Lode” ¢ ampaign was, 
of course, strictly an incentive cam- 
paign to dealers and salesmen. Peri 
odically the branches sent out other 
mailings, such as dealer and salesman 
standings. However. these did not 
replace our usual efforts and regular 
sales support was given our tractor 
business through our regular product 
direct mail programs to prospective 
buyers (farmers and industrial men). 
We used other media as well—par- 
ticularly magazine ads, and our own 
publication. The Furrou 


Good Volume in Slack Season 

We're very happy here at Deere 
about the results of the campaign, 
although statistics are not easily iso 
lated. Of prime consideration was 
increased sales of tractors, and we 
feel this goal was achieved. 

Deere’s annual statement released 
in January 1960 indicates a volume 
for 1959 of $548 million . . the 
largest in our history. Perhaps the 
“Silver Lode” contributed to a small 
degree 

Indicative, perhaps, is the sudden 
spurt in sales during the last two 
months of the contest—a_ usually 
slow selling season. 

As for our salesmen, I think they're 
happy After all, many of them 
struck it rich in 59 prospecting for 
sales. 

Isn't that a lot easier than dragging 
a pick and a shovel and yoke of 
oxen into the Comstock and chopping 
away at some rocky old mountain? 


Two flyers used by John Deere in this promo 
tion. On the top, the sea shell flyer on which 
Deere saved $350 on the cost of the shells 
The flyer on the bottom was mailed to wives 
presenting them with a silver pin, in the shape 
of a@ spoon. Aft the same time, her husband 


received a sterling pen-knife. Also pictured is 
o “Silver Lode” certificate, awarded to sales 
men for tractor soles. (For facility in reproduc 
tion the actual shell was removed and a repre 


entation was put in its place 


the sign of gracious living in 10,000 B.C 
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a never a dull moment when 
you are working with life insur- 
ance direct mail. Anything can hap- 
pen and does when thousands of 
agents, each with his own ideas on 
how direct mail should be used, mail 
millions of letters to scores of select 
markets. But on one thing there’s no 
disagreement: direct mail has been 
one of the most successful business- 
producing methods used by life in- 
surance agents. And you can’t argue 
with success. 

Take the case of the Philadelphia 
mailed 1800 mortgage 
home owners over a 


agent who 
letters to new 
period of a year. From this direct 
mail activity he received 350 replies, 
sold 72 policies and earned $3,000 
in commissions. 

Or the two Midwest 
mailed 7,647 “future college educa- 
tion for your child” letters to new 
parents during a 14 month period 
and received 563 replies. Their mail- 


agents who 


ings resulted in 168 sold policies for 
over 34 of a million of business. 

Home Office Sales Promotion and 
Direct Mail specialists smile with de- 
light when they hear stories like 
these. They illustrate how direct mail 
when used properly, that is, spacing 
the mailings over a period of time 
and aiming the particular letter at 
the particular market for which it 
was intended, can really bring excel- 
lent results. 

But—and here is where the fun 
starts—how about Agent X, also a 
successful agent, but one who does 
not like to use direct mail? It’s sort 
of beneath his dignity to use it. How- 
ever, he’s having a bad month and 
needs something to give him a busi- 
ness lift, so as inconspicuously as 
possible he obtains a list of 2,000 
names, (probably from some pass- 
erby in the street), gets a number of 
Home Office reply letters, each espe- 
cially designed for a specific market, 
throws them in the air and chooses 
the one that sticks to the ceiling for 
mailing. 

Now using his 
contains — the 
bachelors, hus- 


“select” list which 
probably names of 
butchers, doctors. 


bands, wives, school atomic 
scientists, and assorted spies, he pre- 
pares his 2,000 letters, bundles them 
into nice neat packages, and totes 
them to the post office. 

So far Agent X is batting .000 in 
his direct mail technique. He has 
managed to do just about everything 


girls, 


the company recommends he should 
not do. 
Several weeks pass. Being an im- 


portant agent and a non-user of 
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INSURANCE 


AGENTS SEND LETTERS 


Many small mailers add up to big business 


by Alfred H. Lies, Jr., The New York Life Insurance Co. 


REPORTER’S NOTE: 


Al Lies is a newcomer to New York Life, but not to insurance. Formerly worked for Mutual 
Benefit Life as editor of their field sales promotion publication, The Pelican, and was in charge of 
their direct mail program. Al started out as a newspaper reporter in Newark after graduating 
from Seton Hall, and served with the USMC during the Korean Conflict as a news correspondent. 
He’s married, has a boy and a girl, and lives in Cranford, New Jersey. While insurance com- 


panies are among the largest volume users of direct mail, most of their programs are actually 
made up of thousands of small mailings by the individual agents. Each agent compiles his own 


lists, makes follow-up mailings and phone calls and arranges appointments. While agents don’t 


always agree about the value of direct mail together they represent a sizeable customer for 


the Post Office 


direct mail, his name is noticed on 
the Home Office direct mail records. 
He. is asked how he made out with 
his mailings. He replies, “Oh! I got 
about 30 replies, but most of the 


people were over age, out of the 
investigation by 
Committee. | 
about half of them and 
then gave up.” 
As an afterthought he is asked if 
by chance he made any sales from 


country, or under 


some Congressional 


contacted 


the people he did manage to contact. 
He looks down at the floor, shuffles 
his feet and says, “Well I did sell 
one case for $265,000 to a local busi- 
ness man.” 

Now let's 
everything wrong. He didn't use a 
select list, he didn’t aim his letters 
at a specific market, he used a shot- 
gun method mailing all 2,000 letters 
but you can’t argue with 
success, or as in Agent X’s case, 
blind luck. Nevertheless, when you 
take a closer look at Agent X’s direct 
mail adventure, you can see his mail- 
ing was really a failure according to 
the number of replies he received (30 
out of 2,000) and the number of sales 
he made, one. You can be sure that 


repeat, this man did 


at once 


if he continued to use direct mail in 
this manner the overall costs of his 
mailings would soon outweigh any 
commission money he might receive. 

However, most successful users of 
direct mail do follow the recommen- 
dations of their 
agents do derive all of their business 
from direct mail, even though com- 
panies recommend that direct mail 
be used only as a part of the agent’s 


companies. Some 


regular prospecting methods. 

lo illustrate the correct use of di- 
rect mail, the example companies like 
to use most is Agent Y, a consistent 
user of direct mail. Agent Y takes the 
company’s tips to heart: he selects his 
prospects and mails consistently. 

Agent Y carefully prepares a select 
list of prospects. With the help of his 
wife or secretary he screens his home 
town newspaper for such possible in- 
surance sales items as recent promo- 
tions, new home owners, births, and 
the opening of new businesses or pro- 
fessional establishments in the area. 

After gathering perhaps 100 of 
these qualified prospects in a specific 
category, he selects an appropriate 
direct mail letter offering a specific 
appeal aimed at each prospect’s pos- 
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sible insurance need. For example, he 
selects a letter which mentions a plan 
that will guarantee funds for the fu- 
ture college education of a new-born 
child and sends it to new parents, o1 
a mortgage cancellation plan letter for 
the new home owners in town. 

Next he spaces his mailings, per- 
haps sending out 25 a week to certain 
geographical areas. Upon receiving 
the replies, he phones for appoint- 
ments making sure to schedule them 
so as not to conflict with his other 
sales calls. And as a usual practice, he 
also calls on non-repliers. He knows 
that because a person does not reply, 
doesn’t necessarily mean a complete 
rejection of his appeal. It could be 
he didn’t get the letter, misplaced the 
reply card, or forgot to mail it, etc. 
Experience tells him that a lot of 
extra business is received through 
contacting non-repliers. He repeats 
the above process consistently. It’s a 
regular prospecting method that he 
follows throughout the entire year. 


Three items in New York 
Life's overall direct mail pro 
grom. (A) The pre-approach 
letter sent prior to contacting 
the prospect. Generally, no 
premium is offered here. (8 
A reply-cord letter (which 
usually offers a gift) and (C 
the Card-Velope, a folder 
with business reply card 
tucked inside for easy reply 
ing 
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Finally, at the end of the year he 
prepares for himself a balance sheet 
showing the total and type of letters 
he mailed for the year, how many 
replies he received, the interviews he 
obtained, total number of sales and 
his total commissions, and he _ bal- 
total figure 
against his total mailing costs to de- 
termine the return on his investment 
for the year. 

On the average a consistent user of 
direct mail can probably figure that 
at least 25% of his total sales volume 
for the year can be directly attributed 
to his use of direct mail. 

Life insurance companies 
much money and effort in their direct 
mail programs. The New York Life 
Insurance Company is one of the 
largest users of direct mail in the 
insurance industry. Last year the 
company supplied more than 7 mil- 
lion of the Reply-O type letters, and 
about another million preapproach 
letters, special mailers, and personal 


ances the commission 


invest 





type direct mail, to their agents. 

As a regular part of their direct 
mail program New York Life offers 
16 different Reply-O letters, each 
covering a specific life insurance mar- 
ket. For example, one letter is aimed 
at college seniors, another, the parents 
of new born children, and still others 
at businessmen, working women, and 
home owners. 

Each letter offers a gift, mentions 
a specific life insurance appeal and 
closes by telling the recipient that he 
“will get full information and the gift 
by simply mailing the above postpaid 
reply card.” 

The preapproach letters offered by 
New York Life cover the same mar- 
kets as those covered by reply letters, 
but do not offer a gift or make avail- 
able a method of reply. The agent is 
committed to follow-up his preap- 
proach letter mailings with a phone 
call or personal call in an attempt to 
get an appointment. 

In addition to reply and preap 
proach letters New York Life pro- 
duces a number of return reply cards, 
special mailers and preapproach pam- 
phlets, brochures and booklets. They 
recently introduced a special reply 
type mailing piece utilizing a Card- 
Velope format. This mailer did not 
offer a gift but mentioned a subject 
which has an appeal to most business 
men specifically early retirement 
through life insurance. The company 
has plans to test other direct mail 
formats with a fresh new approach in 
an attempt to reach certain select mar- 
kets and in the introduction of new 
plans of insurance. However, New 
York Life and many other life insur- 
ance companies throughout the coun- 
try have come to regard the reply let- 
ter with return card as the backbone 
of their direct mail programs. 

Naturally the overall reply ratio 
fluctuates according to the selective- 
ness of the agent in the preparation of 
his mailing list and the consistency 
of his use. 

Generally speaking, a good reply 
ratio for the gift reply letters would 
fall between 5% and 10%. Non-gift 
letters would naturally tend to have a 
lower reply ratio. 

Life insurance direct mail is big 
business — in money, time, material 
and sales. It’s use compares favorably 
with the volume of letters used by 
any other major industry approach- 
ing people with this media. You can 
be sure of one thing: somewhere, 
there will be a piece of life insurance 
direct mail with your name and ad- 
dress on it. Maybe it’s in your mail 
box right now.@ 
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- MONTHS AGO there was a 
story in a trade journal about an 
advertising man in one of the Western 
states who was attempting to sell ad- 
vertising space on the back of direct 
mail sales letters. 

I suspect that the tale was a fig- 
ment of someone’s humorous imagina- 
tion; since I do not know of a direct 
mail user who would permit someone 
else’s advertising to detract from at- 
tention to his 
price, even if 3rd class mail regula- 
tions permitted it. 

Nevertheless, we found the space on 
the backs of sales letters valuable for 
another purpose—that of giving the 
piece longer life in the recipient's 


sales message for a 


home. 

A number of years ago when we 
were handling the advertising for a 
small loan company, we found that 
we could get more of our credit 
cards into customers’ billfolds if we 
printed a 12-month calendar on the 
back. Few can resist the temptation 
to keep something which might be 
useful in the future . . . and who 
knows when he might need to know 
the date three weeks from tomorrow. 

The next step in our thinking was 
to try printing something of a useful 
nature on the backs of sales letters. 
We started with the season’s complete 
at-home schedule of the local baseball 
team on the back of a letter inviting 
old customers to get a property im- 
provement loan sometime during the 
spring and summer months. We rea- 
soned correctly that many fans would 
keep the schedule throughout the sea- 
son and would see the loan message 
over and over again. 

When that 
cluded successfully, we started look- 
ing for other things of equal useful- 
ness to put on future letters. Our first 
thought was to follow up with football 
and basketball However, 
we decided to try other categories of 


experiment was con- 


schedules. 


useful information, also. 

During the holiday season, our let- 
ter inviting customers to come in for 
money for Christmas expenses had a 
table of suggested gifts on the back. 
These were divided into four cate- 
gories: gifts for father, mother, sister 
and brother. They were further sub- 
divided into gifts costing 1, 2, 3, 4, 
5, 6, 7, 8, 9 and 10 dollars. The en- 
tire table was prepared for us by the 
personal shopping department of one 
of the city’s leading department stores. 
As recompense we gave them a credit 
line at the bottom of the page. 

So many of these letters were 
brought into stores by shoppers that 
one of them soon got into the hands 
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LONGER 


LIFE FOR 


YOUR LETTERS 


by Tevie Jacobs 


REPORTER’S NOTE: 


Here's an interesting idea on how to pump longer life into your sales letter. We think you'll 
get a kick out of ways Tevie has managed to do it. He has his own advertising agency in 


Indi li 
r 


(206 Good 





did the job. Seems as though it should work for many businesses . . . 


of the “top brass” of another leading 
department store. One of their of- 
ficials called the president of the loan 
company and indignantly demanded 
the reason for choosing the shopping 
service of the other store instead of 
his. 

During the summer it was our cus- 


Bidg.) and worked out this idea for a small local loan company. It 


maybe yours. 


tom to mail a letter suggesting loans 
for vacations. We decided that this 
would be an excellent opportunity to 
do a selling job for Indiana’s famous 
state parks. 

We obtained several excellent photo- 
graphs of scenes in the parks which 
were printed in duotone across the 


Reverse side of the sales letter is a checkerboard, complete with 
checkers. Recipient pastes the letter on cardboard, cuts out board 
and pieces and is ready to go. Checkerboard ties in with illustration 


on letter side 


a 








CONOMY ~~» 
FINANCE / ™“ 


108 EAST WASEIuGTON STREET 


ANAPOLIS, IND. 





RUB EASLEST MOYE 

18 ROM PAE 

When You Reed $25 to $500 
up on you, you 


ganged 
feet financially in no time at al) 


payments. 


ily the limit you aay borrow here 




















When you think you're in « corner because unexpected bills have 
can “jump” right out and get beck on your 


It's simple, because you're in the “king row” at Economy. Your 
credit is firmly established for most anything you could need, 
such as money for home or auto repair, some extra cash for that 
special vacation you've been planning so long, for clearing sway 
those last winter bills, or consolidate bills and reduce monthly 


Tow can get eddisions) cas even while pay- 

AD Of ao account bere, and your established 
credit helps you by-pass the usual procedure 
The amount of your last lear is not necesear- 


Just call ae today ~- Market 5342 and tell me how much you need 
Your goney can be waiting for you the goment you step «cross our 


Fae 


Baro ld ‘ 1 
Manage 


r 


for your enjoyment, there's « complete 
checkerboard and set of checkers on the 
back of thie letter 
mount it on cardboard and cut out the 
checkers in « short tine 


Tou can easily 





top and down one side of the letter’s 
front side. On the back we printed in 
two colors a map showing the loca- 
tions of the parks and forest pre- 
serves operated by the state. 

This format was so popular that 
we used it during two successive 
summers 

About this time we learned that the 
idea was not new. A firm in St. Louis 
had gone a step further. Instead of 
printing the useful material on the 
backs of the letters, they were mail- 
ing 4-page folders with the letter on 
page | and the useful material on 
pages 2 and 3. They even went so far 
as to print su h things as “Tips on 
How to Save Money When Buying 
Clothing, Furniture, ete.” and othe 
lengthy subjects. 

We decided that since the so-called 
useful material in these letters occu- 
pied twice as much space as the letter 
itself, it was a case of the tail wagging 
the dog and didn't borrow the 4-page 
letter idea. 

About this time ou 
working with an ingenious man in 
the paper bag business who had got 
the idea of printing children’s cut- 


agency was 


outs on grocery bags 

Some featured a complete circus; 
others had cowboys, Indians or simi- 
lar characters. They were to be pasted 
on cardboard and cut out. Since these 
bags became quite popular, we de 
cided to try a few cut-outs on the 
backs of selling letters. We realized 
that we were not prolonging the life 
of the letter, but we felt that the cut 
outs would make the direct mail from 
our client more popular when it ar- 
rived. 

Typical of these was a letter con- 
taining several drawings of old autos 
to be mounted and cut out. Another 
had a checkerboard and sets of check- 
ers on the back. In this case there 
was a tie-in with the theme of the let 
ter’s running headline. 

Anyone who wants to put useful 
material on the backs of his letters 
will find that the number of sources 
unlimited. For exam- 
ple, an envelope company would find 


is practically 


new postal information valuable. A 
firm selling metals might list the 
various alloys of aluminum and their 
characteristics in table form. A firm 
selling to householders could use a 
list of antidotes for poisons. For the 
amateur gardener, a list of chemicals 
to kill various insect pests would be 
retained. The list could be endless. 
The important thing is to make sure 
that the material on the back doesn’t 
get more emphasis than the sales let- 
ter on the front.@ 
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A 
DIRECT MAIL 
CONVERT 


Report by Henry Hoke, Sr. 
Editor 


This is an offbeat case history. It 
came to us by way of Paul Bringe. 
Paul wanted to buy some cartoons 
for a client. Wrote to an artist he had 
heard about and received a reply from 
Homestead, Fa.—a Tom Blakley. who 
now lives with his wife and three chil- 
dren on a 5-acre plot filled with bam- 
boo, banana trees, bougainvillea and 
uncountable water birds. 

When Tom Blakley filled Paul's 
order, he wrote a rather down-in-the- 
lip letter of confession that business 
whether he 
from the 


wondered 
could ever make enough 
Florida location to support the family; 
mentioned some of the important 
clients he had had in the north 
folks like the Post. Colliers, American, 
hundreds of business and farm pub- 
lications, Goodrich, Dodge, Desoto, 
ie Polk. Texaco. Chrysler, etc. 
Paul wrote discouraged Tom Blak- 
ley a wonderful letter, asking whey 
he didn’t use direct mail to solve his 
problems. Advised him how to do it. 
what list to use. what to say and why 
he should individual cartoons 
low so he could build up a volume of 


was poorly: 


price 
steady business 

using 
direct mail. Customers had always 
asked him to do work for them. He 
had not asked them for work. So he 
decided to try Paul’s freely-given ad- 
vice. His first shot was to one hundred 


Tom had never thought of 


printers and advertising agencies. His 


letter was simple. In reporting this 
case history. we are not trying to 
drum up business for Tom Blakley, 
but you should read his unorthodox 
nessage. 

HELP STAMP OUT HIGH-PRESSURE LIVING! 
clients that can use 
each? 


Have you any 
product-slanted cartoons at $10 
Chrysler, Ford, Olds, Texaco, Goodyear, 
The Post, This Week, King Features and 
dozens of business publications buy enough 
cartoons from me to finance my living in 
what amounts to sheer indolence down 
here in these big old Everglades 

Fxpenses ain't what they are back in 
the city, that’s one reason I can price 
cartoons at ten each. Settin’ in a rockin’ 
chair and lookin’ out over the hummocks 


and sea of waving grass slows you down 
to a natural creative pace. So | don't 
hurry! worry! hurry! with the drawings 
and ideas. 

I'm real sure your clients would be 
pleased with this Everglades dream-time I 
can give cartoons. No charge for roughs. 
Ten each on your okay of the finished 
drawings. 

Thank you, 

(signed) Tom Blakley 
P.O. Box 1178 
Homestead, Florida 

Enclosed with letter was a_ litho- 
graphed sheet reproducing some typi- 
cal cartoons and line drawings. 

Immediately after the letters reached 
destination, the peace and quiet of 
Everglades living was completely shat- 
tered. Tom was run ragged. A printet 
wanted 


sent a land developer who 


drawing for a prospectus. An ad 
agency in Miami called Tom in and 
ordered twenty cartoons for a new 
radio station client. second agency 
called and placed an order to illustrate 
a book the agency was ghostwriting 
for a client. Another agency wanted a 
trade character created. There were 
dozens of small jobs thrown at him 
drawing for letterheads, mailing 
pieces, cartoon booklets for a fertilize: 
company, etc. 
letters created so 
much business, Tom had to give up 
direct mail, temporarily at least. And 
then he sat back to think. He had 


made a big mistake on his first mail- 
ing, trying to sell all sorts of art. He 


Those hundred 


had reaped confusion. That confusion 
occurred a year ago, just after the 
holiday season of 1958. Tom revised 
his ‘campaign.’ When he thinks one 
mailing is tapering off, he shoots out 
another letter 

. firms he wants to do business with. 


to selected small lists 


He is concentrating exclusively on car- 
toons. Sends out roughs when re 
quested, and the conversion to orders 
has been highly satisfactory. 

Paul Bringe and this reporter have 
heen keeping in touch with this happy 
case history. When we asked Tom for 
his latest reactions. he had this to say: 

I've found that my job’s a let more 
pleasant if I treat all my customers the 
same; the ones that can budget $5 for 
art and the ones that can budget $300. 
You give them both your best and anyone 
who's ever done creative work understands 
the feeling. 

Because of Paul’s friendly help, I now 
get all the work I need to support a wife 
and three boys. It may surprise you to 
know that many talented cartoonists sell 
ing to Post and other big magazines have 
had to drop out of the business because 
they couldn’t get enough volume in their 
sales. Artists as a whole are poor business 
men. 

But Tom Blakley has proved to be 
a good businessman. He learned the 
power of intelligently applied direct 
mail . . . even for a one-man operation 
under the shade of a coconut palm.@ 
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ILL WIND 


THEIR SALES 


How Charlex Realty Salvages Sales 
by Peter S. Fischer, 


REPORTER'S NOTE: 


Our acquaintance with Charlex (300 Chancellor Avenue, Newark, N.J.) started 
when they were trying to educate newspaper editors with a six postcard mail- 
ing (November, 1959). Now they are attempting to educate their customers, and 
to dam up a flood of cancellations that had started to plague them. The post- 
card campaign was simple and effective; the one described in this story is not 


simple, but it’s just as effective. We did a little mathematical gymnastics and 
figured out that Charlex was recouping about $140,000 a month in what might 


have been lost sales. Sound impressive? It is. Read on. 


UPPOSE you want to buv a lot in 
Florida. It would be a good in- 
vestment, and a nice place to build 
retire. You talk to the 
salesman, and he’s friendly and he 


when you 


seems honest. The price is fair and 
the terms are easy $10 down, 
$10 a month. You smile. you agree 
a Florida land- 


and suddenly vow're 


owner. You re riding on cloud nine. 

Next day. 
door. You’re busting with pride and 
you tell him about your purchase, 
and then pffft! the bubble is busted. 
He’s laughing at you. Florida!!! He 


you see the guy next 


can hardly contain himself. Florida, 
vou jerk. What 
live. All they got down there is hur- 
alligators. You 
house down there and it’s going to 


a crumby place to 


ricanes and get a 
blow away with the first good wind. 
He shakes his head sadly, his face a 
picture of sympathy. Tough luck, he 
says, and off he goes, while you stand 
there feeling like a first-class chump. 

What do you do? Well, if you re 
like a lot of people, you may call up 
that real estate salesman and tell him 
you changed your mind. After all. 
who needs hurricanes and alligators? 


That, in a nutshell, was the prob- 
lem facing Charlex Realty Corpora- 
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tion, representatives for the General 
Development Corporation of Florida. 
who with the Mackle Corporation, 
also of Florida, are engaged in land 
development and home building in 
various Florida communities such as 
Port Charlotte, Sebastian Highlands, 
and Port St. Lucie. Charlex Realty 
is the sales representatives for these 
two corporations in 14 northern 
states and in some parts of Europe. 
There nothing fraudulent 
about Charlex’ offer. The property 
was as described, on dry land, and 
the price (slightly less than $1,000) 
was fair. In addition 
30-day money-back guarantee. Trou- 
friends, 


was 


there was a 


well-meaning 
not blessed with any particular 
knowledge of Florida. were steering 
the buyers off their property pur- 
chases. 
Charlex 
2.000 new 
and their 


ble was that 


sells to approximately 


customers each month. 
monthly dollar 

often $1,000,000 in 
Like any business, they have a can- 
cellation problem. But when it’s dis- 
covered that upwards of 10‘% of the 
buyers are cancelling their purchases, 
this problem is no longer just a 
but cause for real 


volume 


exceeds sales. 


petty annoyance 
concern, 


Gill Carroll, Public Relations Di- 
rector for Charlex, explained it this 
way. “For some reason or another, 
the suspicion of hurricanes and alli- 
gators and other things of this nature 
peculiar to Florida, seemed to be a 
major factor in causing buyers to 
cancel their purchases. The truth of 
the matter is that Florida seldom has 


hurricanes: in fact, they've had only 


one major hurricane since 1887 (in 


1928) and three minor ones in 1898, 
1927 and 1941. There has been no 
loss of life in all these years and 
relatively little property damage. And 
I got these facts right from the U.S. 
Weather Bureau. I think the reason 
for the confusion is that during the 
storm seasons, most of the hurricane 
warnings are from the 
Miami weather bureau, even though 
the hurricanes themselves are not on 


broadcast 


the mainland.” 

Be that as it may, Charlex was still 
suffering from a high cancellation 
rate, and something had to be done 
about it. Gill Carroll discussed the 
problem with Herman Perl, Chair- 
nan of the Board of Governors of 
Charlex, and together they decided 
that a direct mail campaign to new 
purchasers might be the means to 
reducing cancellations. 

\ four-part mailing was devised 
and initiated in September 1959. The 
mailing, it was decided, would be 
sent to every new customer, but not 
to the old ones. Later, however, this 
plan was modified and 1,000 of the 
older customers received at least one 
of the four mailers. 

Mailing piece #1 was a 7” 3314 
RPM vinyl record. One side was a 
short talk by Herman Perl on 
“Florida Your Wisest Invest- 
ment.” The flip side featured Ray 
Trotta and his orchestra playing an 
original song called “Follow The Sun 
to Sunny, Sunny Florida.” The 
record was produced for Charlex by 
Columbia Records with an original 
run of 25,000 at a cost of ll %é¢ 
apiece. 

A week later, the second mailing 
went out. This was an album of 15 
photographs showing various aspects 
of the community in which the cus- 
tomer purchased his homesite. Photos 
were selected to show life as it really 
exists, and depicted the progress that 
had been made. Typical scenes in- 
cluded views of the town, beaches, 
homes, and beach facilities. No archi- 
tects’ renderings or artists’ sketches 
were employed. The fifteen 74%” by 
10” photos were mailed in an attrac- 
tive cover. Total cost for each set 
(including cover) was 16¢. 











PHOTO ALnI™ 


THIS 1S YOUR LIFE AT 


PORT CHARLOTTE 








The mailing compaign consists of four parts: A phonograph 
record featuring a message from Herman Perl, an album of 


photographs depicting life at one of the Mackle communi 


ties, a portfolio of magazine and newspaper reprints, and a 


double-deck of playing cards 


Mailing #3 arrived at the buyer's 
home about two weeks later. This 
was a press kit containing 14 reprints 
of articles about Florida, Mackle, 
General Development, and Charlex 
that had appeared in leading pub- 
lications (e.g. Coronet, Newsweek, 
MUcCalls, The New York Mirror, 
Christian Science Monitor, House & 
Home.) The press kit, cover and re- 
prints, cost Charlex about 9¢. 

Each of the first three 
came with a short processed note 
from Charlex. Each also contained 


mailers 


two business reply cards that the 
buyer could return after filling in 
names of friends that he thought 
might be interested in purchasing a 
Florida homesite. (Gill Carroll says 
cards were not 
astounding, but did provide many 
worthwhile leads and eventual sales.) 

The fourth and final mailer came 
with no note, no business reply card. 
The piece was a double-deck of play- 
ing cards, featuring a map of Florida 
on the card-backs with Mackle com- 
munities listed. Each ace displayed 


returns on these 


an aerial view of one of the Mackle 
communities. This piece, incidentally, 
was mailed third class; the rest had 
been sent first class. The cost of the 
cards was about 50¢ for each set. 

The mailing of all four pieces is 
the responsibility of Charlex’ own 
mailing room staff of six. Roughly 
8.000 separate pieces must be mailed 
in addition to Charlex’ regular mail 
volume. Gill Carroll says their opera- 
tion has been very efficient due to 
the streamlined method of handling. 

As soon as a buyer has purchased 
his lot, his name goes to the mailing 
staff. There his name is typed on a 
five-part label, each part of the label 
being a different color. The first label 
is torn off and used to mail number 
one, the phonograph record. Then 
the remaining four labels are placed 
in a file dated a week later. When 
that day arrives, the labels are pulled 
out and he is mailed the next piece. 
The color of the label will determine 
which piec e the customer is to re 
ceive, since in any given day’s file, 
there will be labels for customers in 
every stage of the campaign. The 
remaining labels are then put into 
another future dated file, and so on. 
It’s an efficient system, and an easy 
one to control. 

After the purchaser has received 
all four 
tacted by 
branch 
area. The branch manager asks him 
how he liked the mailings and if he 
has any questions about his property. 
Gill Carroll tells us that this personal 
touch added quite a bit to the over- 
all effort. 

As a 


mailing pieces, he is con- 
phone by the Charlex 


manager in his particular 


result of this direct mail 
campaign (and the phone call) 
Charlex’ cancellation rate dropped 
from an alarming 10°: down to its 
present 3°, 
ured either in number of buyers or 
in dollars and cents. The cost of each 
l-part mailing is $1.05, including 
postage, but not the call. If we 
assume that monthly cancellations 
dropped from about 200 to 60, and 
the selling price of a lot is around 
$1,000, well 
like very much. 

Charlex’ four-part campaign is be- 
ing carried on right now, and as new 
customers buy, they will receive the 
record, the photos, the press kit and 
the decks of cards. It will be con- 
tinued so long as Charlex feels there 
is a need for it. 

That $1.05 is an ounce of preven- 


a sizeable savings meas- 


$1.05 doesn’t seem 


tion, and in comparison to the over- 
all operation, a pretty small ounce, 
at that.@ 


THE REPORTER OF DIRECT MAIL ADVERTISING 





“Lady” fingers Across the Sea 
Pardon the personal note, but... 
for several issues | have been writing 
a column on direct mail practice for 
the official organ of the British Direct 
Mail Advertising 
Direct Advertising. 
In so doing I have had the oppor- 
tunity 
and direct mail ideas with several 


\ssociation 


to exchange correspondence 
delightful Britishers, one of which is 
Mr. Barrington Bree, a free lance 
writer of direct mail. 

He bills himself The Sales Pros- 
pector and in all his 
appears the line WRITER OF 
cAN-TyPE Copy. 

His latest contribution is a piece 
headed “‘Madam’ is a Damn Bad 
Word.” lf you nurse the idea that 
the British are lacking in a sense of 


promotion 
\ MERI- 


humor, read on: 

Women are notoriously “difficult” (see 
the books of Solomon and Peter Cheyney! ) 

and never more so than when they're 
being addressed direct mail-wise. 

Because “Madam”—the entitlement most- 
ly given them in sales-letters—is a damn 
bad word! 

It's hard, harsh, curt, cold and un 
feminine. It’s distant and unfriendly. And 
it evokes associations with astringent sea- 
side boarding-house proprietresses and with 
the bosomy, over-scented overseers of houses 
of ill fame. 

Besides, not all feminine addresses of 
direct mail matter are married. And it is 
both illogical and ill-mannered to address 
maiden ladies, whether of advanced or 
tender years—as “Madam.” 

The word has yet another fault—seman- 
tically. For broken down and traced back 
to its derivation, “Madam” (from the 
French ma dame) means “my mother.” 
And the vision of staid and conservative 
British advertisers addressing thousands of 
unknown ladies as “Dear My Mother” is 
just too ludicrous. 

Well, what are the alternatives? Unfor- 
tunately too few. In fact, if you exempt 
such seductive salutations as “Dear 
Daughter of Eve,” there’s only one. And 
British advertisers, conventional and timid 
as they are, are a bit shy of this. 

But it is much more logical than “Dear 
Madam” and better still it has a sweeter, 
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“Reed-able Copy” 


A Meithly Clinics Condustih by Quoilles Reed 


gentler ring. | always suggest its use 
when submitting sales-letter copy direct to 
advertisers. 

“Dear Lady” infinitely more warm, 
more friendly, more complimentary, more 
courteous and more flattering. 

[ry it some time and see if “Dear Lady” 
doesn’t bring you in more response than 
the stiff and starchy, formal and frosty 
Dear Madam.” 


More About Ladies 


In his book Watch Your 
Language, Ted Bernstein has a 
few choice words on the subject. His 
thinking is a bit cloudier than Mr. 
Bree’s when he writes that the term 
lady may be admissable as a humor- 
ous gimmick, occasionally, but nor- 
mally it has no more justification 
than the word gentlemen in place of 
men. Even the distinction 
seems to be disappearing, if, indeed, 
it is not being reversed. Bernstein 
quotes a question asked by a female 
looking for work...“Are you the 
woman who wanted a lady to wash 
for her?” 


social 


And Still More 


Recently in a letter writing service 
which shall be because 
Henry and Pete Hoke have warned 
me not to plug Betrer Letrers Ex- 
change in this department as I was 
saying in a recent issue of a letter 
writing service—was included a 
questionnaire which asked 
searching questions about the status 
of women in business. . . particularly 
LADY LETTER WRITERS. 

The questions asked were (1) 
How SHOULD YOU ADDRESS A LETTER 
TO A PERSON WHOSE SEX YOU DO NOT 
KNOW? 85% of the respondents said 
they use “Mr.” even when there is 
doubt as to whether the writer is 
male or female. 8% said they use 
“Dear Friend” and 7% use the dear- 
less opening “Thanks for your letter, 


nameless 


some 


rHis? 45% agreed, 55% disagreed. 
hear from you, F. Goodey...” (2) 
SOME WOMEN FEEL THE MEN TO 
WHOM THEY WRITE WILL HAVE LESS 
RESPECT FOR WHAT THEY HAVE TO 
SAY IF IT IS KNOWN THEY ARE 
WOMEN. HOW DO YOU FEEL ABOUT 
rHis? 45° agreed. 55% disagreed. 
(Respondents were mostly men, so 
relax, gals.) (3) WHEN YOU KNOW 
HER SEX BUT NOT WHETHER SHE IS 
MARRIED OR SINGLE DO YOU ADDRESS 
HER AS MISS OR MRS.? Replies broke 
down like this: Miss, 509; Mrs., 
25%; Ms, 159% and Dear Madam, 
10%. These figures are not conclu- 
sive. This is a continuing survey. If 
enough readers indicate interest in 
the final count, I'll be glad to print 
it when all figures are in. 


And Now About Men 


The survey we've just mentioned 
asked for comments. And they came 
in in droves. Mostly from men. Here 
are some enlightening remarks: 
“Simply because a letter is signed by 
a women does not mean the men 
here attach less importance to it than 
if signed by a man’... “Respect 
comes from the ability of the person 
shown by the letter, also from the 
position held, not from the sex”... 
“Since most of our letters come from 
pregnant women we feel safe in 
assuming she can be addressed Mrs.” 
... “It is rare to find a women who 
can write a good business letter. 
Most restrict themselves to horrible 
stereotyped cliches” ... “Depends on 
the type of business. In fabrics and 
housewares | believe | would attach 
more weight to a woman’s letter” 

“I always use Mr. because if a lady 
wanted to be recognized as such she 
would sign her letter Miss or Mrs.” 
..."“This is an old-fashioned idea 
and is gradually disappearing.” 
(Continued on Page 34) 
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VER 
WORKED 


TRYING TO REACH 


THAT TYCOON? 
GIVE AHREND YOUR 
TOUGHEST PROMOTION 

JOB And watch the orders 
pour in! 


Let us create the sales idea, 
copy, and art; handle printing, 
production, and lists to 
produce higher returns pet 
dollar. (Or use your pet 
printer, if you prefer 


Single job assignn ents or 
retainer basis 

Call Herb Ahrend 

PLaza 1-0312 
AHREND 
ASSOCIATES 


601 Madison Avenue New York 22 
Plaza i-o3i2 


Planning Art, Copy, and Complete Production 
of CATALOGS + POSTERS + DISPLAYS + SALES 
LETTERS + BROCHURES + DEALER AIDS 
FILMS FOR TV AND BUSINESS + MAILING 
LASTS + MAIL ORDER CAMPAIGNS 


REED-ABLE COPY (CONT.) 


Read and Heard 


The hip crowd refers to Madison 
Avenue advertising agencies as the 
“Shout shops”... Keep-everlastingly- 
at-it note: It took Coca Cola 58 years 
to sell the first billion gallons, 9 years 
to sell the second billion, only 6 years 
to sell the third billion... ™Men’s 
Shop postal cards: “His clothes never 
stop talking about him”... When an 
athlete can read his own press 
clippings, higher education hasn't 


failed entirely.@ 


A FIRST-TIMER 
LOOKS AT A 
DMAA CONVENTION 


Following the DAA convention in 
Montreal, we met T. J. Farrahy in 
New York. Tom is assistant to the di- 
rector ol advertising of Westinghouse 
Electric Corp., 401 Liberty Ave., Pitts- 
burgh 30, Pa. He had some interesting 
observations on his first trip to this 
annual direct mail affair and we asked 
him to put them in writing. These and 
other frank statements should be help- 
ful to DMAA officials in planning fu- 
ture programs. 


Dear Henry: 

You asked for my impressions of the re- 
cent DMAA convention in Montreal, since 
it was the first | ever attended. 

As you know, I was not a DMAA member 
prior to the convention. I made the trip to 
Montreal for the specific purpose of first, 
becoming familiar with the newest in mail 
ing list selection and addressing equipment 
and second, making some contacts among 
people in the industry who might be of help 
to me in one of my current projects, That is, 
as you know, to set up a centralized direct 
mail system for Westinghouse Industrial 
and Commercial activities 

I never came close to achieving the first 
purpose—the exhibits, | understand, suf 
fered as a result of some problems encoun 
tered in St. Louis in 1958. 

| was eminently successful, I think, in 
accomplishing my second objective. And 
this, Henry, is the one impression of the 
DMAA convention that will stay with me 
for a long time to come 

In four short days I have never met so 
many friendly, genuinely interested and 
helpful people. With few exceptions, none 
of the folks I talked*to had ever seen me 
before Montreal. When you take this and 
add to it the fact that few if any of these 
people could directly benefit from helping 
in the solution of my problem—well, it 
seemed pretty amazing to me. 

I guess that’s one criterion of a successful 
industry convention: a friendly, relaxed as- 
sociation of interested people and _ their 
ideas 

As for the convention program itself, 
there, frankly, wasn’t a great deal of ma- 
terial of specific interest to me—although 
everything I heard was of general interest 
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and certainly educational. We are not a big 
factor in the direct mail field mainly be- 
cause Westinghouse products in the indus- 
trial and commercial market don’t lend 
themselves to mail advertising to the degree 
that many other products do. We're certain- 
ly open-minded, however, and are continu 
ally looking for fresh, new ways to promote 
our equipment in support of the salesman. 

I think I would like to see more time de- 
voted to industrial direct mail at the next 
convention, 

Whoever selected the Montreal location 
deserves a medal. The Queen Elizabeth has 
some of the finest convention facilities I've 
seen. It will be hard to top. 

Thanks for asking me to write. 

Sincerely, 
(Signed) Tom 


(Note by H.H.: Think you'll be well 
pleased with the Americana next Oc- 
tober. It has fine convention facilities, 


too. } 3 


A BEAUTIFUL 
LETTER 


It came from Helen Fisler, president 
of The St. John Associates, Inc.. 
75 W. 45th St.. New York 36, N. ¥ 


Processed perfectly . with a one-line 


fill-in. 


Dear Mr. Hoke: 

Well. it’s all over—including the shout 
ing 
The Fifties, that is the fabulous, 
frightening and always eventful Fifties 
It opened with a shooting war off the Sea 
of Japan . eareened through Dienbien 
phu, Budapest and Suez . . . tettered past 
Lebanon and Berlin . . . ended with 
Nikita’s American tour, Nixon’s Russian 
journey and Ike’s odyssey to New Delhi 
and bac k. 

Oh. there was fun, too, and scandals 
and hope—and all the other elements that 
news is made of. It was My Fair Lady and 
the age of Bernstein not to mention the 
advent of Van Cliburn. It was Disneyland 
and those TV Westerns, the quixoti 
quizzes and the beatniks. It was the tra 
peze look and the departure of the Dodgers 
and the Giants. It was also Omnibus and 
Garroway, Godfrey and Sullivan. And 
above all, it was missiles and rockets and 
Space—with a capital “S” 

And now we're in the Sixties—hopefully 
the peaceful, productive Sixties. Experts 
expect the economy to grow 5% by mid- 
decade . . . and maybe the dollar will stop 
shrinking. And maybe the East and the 
West will settle down . . . maybe we’ 
get to the moon or Venus or wherever 
you wish . . . maybe New York will have 
another baseball club, maybe even air 
conditioned subways. Well, maybe. 

Meanwhile, we'll all keep working away 

with one another, for one another. And 
here on one small corner of the city (45th 
at Sixth) all of us at St. John hope to 
turn in a useful and productive fifth decade 
of service for our clients. 

Thank you, then, for the Fifties—and 
may we wish you the very best of Sixties! 
Cordially, 

(signed) H. V. Fislet 
Helen V. Fisler 


President @ 
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by PAUL BRINGE 


YX 


Upgrading 


Letter Copy 


The Stewart Corp. letter tells a 
straightforward story with a lot of 
extra and unnecessary words. It suc- 
ceeds in presenting a completely un- 
interesting appearance and is so drab 
that many readers will not know it 
offers a free sample the offer is 
buried in the body of the letter. 

Any firm that can afford to offer a 
sample shouldn't hide its light under 
a bushel. This offer belongs righ: up 
front where the reader in a hurry 
can't miss it. Something for nothing 
hasn't lost its punch—even the “man 
who has everything” will be intrigued. 

The letter is unusual. It ignores 
many of the basic musts of a good 
sales letter and most of these errors 
are so obvious it is hard to under- 
stand how all of them can get into 
one letter. Let's tick them off. 

It carries no date, fill-in or attempt 
at a head or lead line. Nothing to 
catch the eve and excite interest. Its 
solid block of type in two paragraphs 
will discourage even the most willing 
reader. Since there is no signature 
we must assume the man who wrote 
it doesn't want to admit it. 

But these are details. Far more seri- 
ous is an average sentence length of 
+4 words. There are two sentences of 
L4 words each, two of 40 and one of 
32. The reader who didn’t ask for 
the letter is not going to stick with it 
under such pressure. The human mind 
is the laziest organ in the body. It 
must be nudged, teased, invited and 
lured into action. And given the 
slightest opportunity it will leave your 
stand for the colorful spieler next 
door. 

rhe first sentence is a curious state- 
ment-—“more than any other compo- 
nent... may well offer you.” The 
writer makes a positive statement by 
saying his shaft is “more” important 
than other parts of your machine and 
then qualifies this by saying it “may” 
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be more economical and simple. If 
you cannot make an unqualified and 

flat claim of superiority it is best not cannot © sonable coste 
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get the 
professional 
approach 


..+-to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, the professional 
creators and producers of 
BETTER direct mail, write to: 


mail advertising 
service association 
INTERNATIONAL 


18120 James Couzens Hghy. 
Detroit 35, Michigan 














aw 
SPECIAL! “EYE OPENER” KIT 


CLIP BOOK ART 


DOZENS OF DIFFERENT 
ART PROOFS... ALL 7 95 
READY TO CLIP AND 
USE. ACTUAL $15 POST 
VALUE, NOW ONLY... PAID 


Money-saving introductory offer to 
prove “Clip Book” art can save you time 
and money And give you top quality 
art in the bargain! Used by top adver 
ters for ads, printing, publications 
firect mail, audio-visual aids, etc. Offset 
letterpress, silk screen, film. Only $1.95 
and no strings attached’ 

Your paste-up kit will include many 
samples from “Art Director's Clip Kit 
and “Clip Book of Line Art line 
drawings pre-screened halftones, letter 
img. two-color art, Grafiklines. Enough 
ready-to-use art for dozens of paste-ups 
Satisfaction guaranteed no obligation 
Merely attach check for $1.95 to your 
letterhead and ask for your “Eye 
Opener” kit. (Only one to a customer 


and new customers only!) 


HARRY VOLK JR. ART STUDIC 
Pleasantville 3, New Jersey 








and to picture the action of a flexible 
shaft to the reader. The danger of 
using such a device is that the writer 
will become enamored of his own 
cleverness and want to carry it on 
for two or three paragraphs into the 
letter when he should be getting at the 
job of selling his product. An actor 
who is his own best audience is in- 
variably a ham. Cleverness or humor 
in a sales letter must be quick and to 
the point and then left alone. 

The simple offer is now up front 
where it belongs. The letter then goes 
on to present positive benefits in sen- 
tences averaging 17 words, half as 
long as the original. It closes with 
an urge to send for the sample thus 
bringing the reader back to the open- 
ing request. 

A good sales letter is built on a 
circle. It starts with the offer, leads 
the reader through all the steps neces- 
sary to making a decision. always 
keeping on the circle, and brings him 
back to the starting point. In “closing 
the circle” you follow the path of 
human thinking which says, “I want 
product X. these are the reasons why 
I should have it. these are the reasons 
why I am entitled to it. I can afford 
it. well. (ll buy it.” It is your job to 
help the reader along his normal path 
of reaching a decision—strike out on 
new paths at your peril.@ 


REPORT ON AN 
“UGLY DUCKLING” 


Here's a mos! interesting and amus- 
ing letter from W. Austin Campbell. 
vice president and director of advertis- 
ing. Beneficial Standard Life Insurance 
Co.. 756 S. Spring St.. Los Angeles. 
Calif. 

Dear Mr. Hoke 

Having been afflicts 
familiarly known as 
thirty-five vears, | have had the opportunity 
of suffering through its various symptoms 


with this “disease” 
‘advertising’ for some 


ind manifestations 
The primary infections of newspaper, 
magazine and billboard advertising pro 
uressed into the more serious secondary 
ifflictions of radio and television. Ten years 
ago however, | was inoculated with the 
tertiary infection of “Direct Mail” the form 
of th disease from which | have been 
-uflering during this period 

Like most sdvertising men l like to 
produce beautiful” advertising that can 
he shown around to friends and associates 
who are expected to and usually do say 
I-n't it pretty or words to that 
effect However, | have found over the 
vears that “beauty” in advertising is not 
necessarily synonymous with effectiveness: 
“ugliest ducklings” pro 
duce the most surprising results. 

Such is the sample letter attached which 
we believe has contributed substantially 
to this company’s success in spite of its 


that some of the 
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corny make-up. We have mailed approxi- 
mately 165 million copies of this particular 
letter over a period of years and find it 
has usually produced more consistent re- 
sults than the many letters we are con- 
tinually writing and testing. 

As you know, we are quite a large user 
of direct mail and devote almost our entire 
appropriation to this form of advertising. 
Our largest mailing, done several years 
ago, was 4,300,000 of these letters in one 
week. 

These and other of our mass “lead 
getting” letters will never win any prizes 
nor even be given a second glance by most 
advertising men, but we “love ‘em” even 
if they do occupy the position of “homely” 
member of our otherwise reasonably re- 
spectable family of advertising literature. 

I like The Reporter and read it avidly. 

Cordially, 

(Signed) W. Austin Campbell 
Reporter's Note: Difficult to reproduce Mr. 
Campbell's letter. it is printed on both sides 
of a 72 x 10 inch sheet in blue ink. Speci- 
men check at top; small type letter with six 
illustrations. Strictly hard sell “fear” copy 
on hosp:talization insurance.e 


ADVERTISING 
CONTEST FOR 
INSURANCE MEN 


For the past seven years, insurance 
agents and brokers have had _ the 
opportunity of obtaining recognition 
for their advertising and promotion. 
This vear. the Insurance Advertising 
Conference again is sponsoring the 
8th Annual Awards Program to pick 
the best in insurance advertising pro- 
grams for the year 1959. A total of 
sixteen major awards will be given 
in four divisions: 

(1) Under $50,000 annually 


(2) $50-$100,000 annually 
3) $100-$250.000 annually 
(4) Over $250,000 annually 

IAC “Oscars” will be presented to 
the agent or broker exhibiting the 
best advertising program for 1959 
regardless of media. There will be 
one “Oscar” for each division. 

In addition. “Oscarettes” will be 
presented in each division for the 
best use of advertising in the follow- 
ing media: Radio and/or TV: Direct 
Mail: and Newspaper. 

There are no entry fees, and any 
D. o 
possessions and Canada who is a 
representative of Stock Casualty, Fire, 


agent or broker in the 


Marine or Surety Companies may 
submit an entry. 

The contest closes April 1. 1960 
and “Oscar” awards will be presented 
at I[AC’s convention in June. 

Judges for this year’s competition 
are: 

Bruce R. Bryant, V-P and Gen'l Megr., 
CBS Television Spot Sales; Carl S. Harris, 
Executive Art Supervisor, Young & Rubi- 
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cam, Inc.; John Rees Howell, Advertising 
Director, Fortune Magazine: Charles E 
Kaae, Advertising Director, Newsweek 
magazine; Robert E. Kilgore, President, 
Gray & Kilgore, Inc.; and Ralph L. Polk. 
President. K. L. Polk Co. 

For full information and sugges- 
tions on entering. write to: 

Mr. Robert H. Gott 

1.A.C. Awards Program 

640 Temple Avenue 

Detroit 32, Michigan 


Said the Big Man pounding the Big 
Desk: “What this company needs is a 
real down-to-earth idea we can get 
off the ground!” 


KNOW A 
HUMOROUS PRINTER? 


“Do 1% Dozens of “em.” Fine: then you 
can get one to try this stunt as a business 
builder. It’s a series of letters saving next 
to nothing. 

First letter consists of the printer's letter- 


head with no message at all—not a word 


Recipient. flabbergasted, says “whatthehell.” 
In three days comes second letter. It reads: 
“Did you receive our previous letter?” 
Nothing more. Recipient whatthehells again 
In a week comes third letter reading: 

You wonder why we don’t write long let 
ters? It's because our letterhead tells its 
own story. You've seen it. But we haven't 
seen yours. Is yours also rie h in color. de 
sign, character? Such appealing things we 
love to work into booklets, anniversary 
pieces, cards, announcements. And wed 
love to hear your voice over MAin 662 


1 stinker is a competitor who takes 
two jobs away from us while we re 
taking one away from him. 


The item above about the printers 
letters came from an issue of the Mead 
Paper Salesman (four-pager) issued 
ten times a year by The Mead Corp.. 
Dayton 2. Ohio to about 5.000 sales- 
men of paper merchants. 

Ad Manager Allan Godshall kindly 
supplied us with samples of a full 
year’s production when we expressed 
interest in the format and_ style. 
Charlie Barr of Holyoke. Mass. writes 
the copy thes been doing it since 
1926). Allan Godshall puts each issue 
together. 

We like the editorial style. Short. 
short items containing whimsy. humor 
and some serious thoughts for sales- 
men. But what we like best is Charlie 
Barr's invention of putting a two-or- 
three-line quote in italics between each 
short article. just as we have taken 
three of his quotes to precede. separate 
and end this double section item. 
Harry Higdon may be able to tell us 
if this idea has ever been used before 
in a house magazine setup. We like it. 


There may be a place for every- 
thing. but where does an idea go while 
you re looking for pencil and paper? 
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RE: THE TWILIGHT 
ZONE 


The Twilight Zone is that unde- 
fined region...somewhere between 
advertising and sales where inquiries 
are handled, according to Envelope 
Economies, house magazine of the 
Tension Envelope Co., 19th & Camp- 
bell Sts., Kansas City 8, Mo. 

In 1951. editors of this magazine 
made a survey to determine the speed 
and manner in which space ad in- 
quiries were handled. A few months 
ago, they repeated this experiment 
answering 273 ads appearing in three 
magazines: Farm Journal (Farm), 
Practical Builder (Trade), and Better 
Homes & Gardens (Consumer ). 

Results are interesting — show that 
one firm out of nine completely ignor- 
ed the inquiry! In addition 25% of 
the advertisers took from 2 to 4 weeks 
to answer the inquiry. 

Other data proves interesting, and 
comparisons to 195] figures are en- 
lightening. Book compares the in- 
quiry follow-ups as to type format. 
letters. number of pages. salutation. 
additional follow-ups. 


STOP, LOOK 
AND LISTEN 


Reporter's Note: We liked this short “think 
piece” by John B. Clark, account manager 
of Lando Advertising Agency, 197 Carlton 
House, Pittsburgh 19, Pa. It’s an old idea 
dressed up in new words, but it would be 
profitable for all of us to stop, look and 
listen when we are searching for ideas 


1 is OLD railroad — right-of-way 
safety sign has a message that 
may help us be more creative. If we 
can STOP some of the misconceptions 
regarding this talent, LOOK around us 
for inspiration, and LIsTEN for idea 
evolution, perhaps we can increase 
our imaginative output. 

Perhaps you think you are not the 
“creative type.” Forget it. Everyone 
has some measure of this exclusive 
human attribute. We should stop 
thinking that we are not creative. If 
we adjust our state of mind to belies 
ing that we really are creative, the 
first and most stubborn obstacle has 
been removed. 

To conceive something new or dif- 
ferent doesn’t mean we have to be 
spectacular, necessarily. We should 
stop trying for the sudden, big-idea 
all-at-once. The origination and nut 
turing of ideas takes effort and pa- 
tience, for more great things are 
achieved a little at a time rather than 
all at once. Sure, a “flash of inspira 
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just released 
A NEW GUIDE FOR 
DIRECT MAIL USERS 








te get 

your FREE 
copy of 

this 

BUYER'S 
GUIDE TO 
FULL COLOR 
ADVERTISING 


— attach this ad to your letterhead. 
Learn how the added sales impact of 
full color is within reach of any 
budget. 

—This information a MUST for every 
creator and buyer of direct mail, ad- 


vertising, or sales promotional ma- 
terials. 


Carteicheston 


® post cards 
® circulars 

e direct mail 
e dealer aids 


CURT TEICH & CO., Inc. 


1733 W Irving Pk. Rd CHICAGO 
Write for information—Ask for Group No.5 


ROSK 


POST OFFICE BOX 855 
KANSAS CITY 41, MO. 





Direct Mail and Mail Order 


COPY 


thet mokes SENSE 

that makes SALES 

that mokes BUYERS went 
to do business with you 


Write me about your plens 
or problems 
All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 


Winner of two DMAA Best of industry 

Awards .. . Dartnell Gold Medal. . . 

Editer of IMP, “The werld’s smallest 
house orgen” 


PREMIUM LIST 


Write for information—Ask for Group No. 4 
ROSK AM POST OFFICE BOX 855 
KANSAS CITY 41, MO. 
INSERTING 
UP TO 6” X 9” ny 
Mi 


JONAS KAGAN 
23 HANSE AVE., FREEPORT, N. Y. 
FR 9-8314 























HOUSE LISTS 
YOUR GREATEST ASSET 


PLANNED CIRCULATION’S latest 
booklet on The Function of Mailing 
Lists in Direct Mail Advertising of- 
fers some sound advice on how to 
maintain and use your own list of 
customers to achieve maximum 
profits through additional sales. 
You can get a copy simply by 
phoning or writing us. No cost... 
no obligation no salesmen. 
Just another way we have, as list 
brokers, of helping you make your 
direct mail as effective as possible 


PLANNED CIRCULATION 
Mary Bertha McGuire 


19 West 44 St. New York 36 
MUrray Hill 7-4158 











TINY in size 
TINY in price 
BIG in popular appeal 


these 
perfectly 
scaled-down } | 
MINIATURES . gy, i 
REALLY Bees 


~— 
co 


screwdriver 


\ 
Authentic metal, exact in every detail \ ™ tin 


fascinating to use these minia- | \ snips 
tures are cast-assembled” in one \ 
operation by GRC's exclusive patented NA 
“INTERCAST” process. Natural bright finish or 
brass plated. GRC also die casts and molds special 
small parts to order; ask for special bulletins. 
Write, wire, phone TODAY 
for samples and prices of Ka 
» 
GRIES REPRODUCER CORP. 
World's Foremost Producer of Small Die Castings 
11 Second Street, New Rochelle, New Vork 


GRC metal miniatures. 
New Rochelle 3-8600 





come, but it also takes 
relaxation to be 


tion” may 
concentration and 
consistently creative. 

The expression nothing 
new under the sun” is a caution: 
We should stop thinking that we even 
have to conjure what we think is a 


“there's 


new idea to be creative. 

Existing ideas adapted from other 
applications or a new combination of 
“old” ideas can be equally as pro- 
ductive and valuable as a “new” 
idea and may not require as much 
preliminary effort. These can be de- 
rived, sectionalized or compounded 
from all the forms of media we look 
at. . . the morning mail, TV. the 
billboards, magazines. books we re- 
ceive ... all these and others deliver 
a constant stream of someone else’s 
ideas our way. Inspirational sources 
are nractically unlimiied. 

The evolutionary creative processes 
may be initiated through the simple 
expedient of our willingness to listen: 
to our friends, to our relatives, to 
our contemporaries, for example. 
Many a suggestion by others is worth 
using perhaps all it needs is to 
be attached to the right problem. 

For creative ideas we should listen 
to symphonies, to children at play, to 
the pure music of nature and silence. 
We don’t need to force our brain cells 

just give them a chance to func- 
We can let our sub- 
conscious mind do some of the crea- 
tive work for us by brainstorming a 
problem a little now and then chang- 
ing the subject. Often, answering 
ideas will flow into the 
memory when least expected, sup 
plied by the subconscious mind. 


tion undistracted 


conscious 


Creative potential is present in us 
all, just waiting to be tapped. The 
next time you have need of an idea. 
just sfop, look and listen. You'll be 
rewarded. 


SIX MISTAKES 


The Reman philosopher and statesman, 
Cicero, said it two thousand years ago and 
it’s still true today. The “six mistakes of 
man” are: (1) The delusion that indi 
vidual advance is made by crushing others: 
(2) the things 
that cannot be changed or corrected; (3) 


tendency to worry about 
insisting that a thing is impossible because 
we cannot accomplish it; (4) refusing to 
set aside trivial preferences; (5) neglecting 
development and refinement of the mind, 
and not acquiring the habit of reading and 
compel other 


study; (6) attempting to 


persons to believe and live as we do. 


From: The Craftsman from 


Vational Camera Repair School, Box 174, 
Engelwood., Col 


Camera 


OOD IDEA 


To get himself into proper perspec- 
tive and to help his family become 
more objective, a Columbus (Ohio) 
man devised a chart of which he sent 
a copy to me, 

lo keep the lesson short, | will 
simply explain that Walt Seifert drew 
a pyramid. At the apex, occupying an 
inch of space, are the 174,000,000 
people in the U.S.A. of which Seifert 
is one. Below, occupying three inches 
of space, are all the people in the world 
today, numbering 2.790,000,000; and 
below these. occupying five inches of 
space and extending right down to the 
are the people of 

72.000_000_ 000 


base of the triangle 
past ages, numbering, 

Only six percent of the population 
of the world today live in the U.S.A. 
These few highly favored people have 
the greatest freedom, opportunity, and 
wealth. Hence Seifert tells the 
sional groaners that they are lucky to 


occa- 


be alive and to be living in the best 
area on the planet. By contemplating 
the dead. even the meanest of us can 
get consolation from the mere fact 
that we are alive and living where we 
can share most of the best. So quit 
bickering. feeling 


sorry for 


From: The William Feather Magazine, 4 
year-old monthly house magazine of The 
William Feather Co.. t133 Clinton Road, 
Gleveland 9, Ohio 


complaining, and 
vourself 


SPREADING 
THE NEWS 


Qnce upon a time, The Reporter 
was a lone-wolf warning the direct 
mail field about the increasing danger 
of pornography and fraud in the mail. 
\t times we were discouraged because 
we couldn't get much, if any, coopera- 
tion from the associations and indi- 
viduals most concerned with the future 
of direct mail. But now the picture has 
issued 


Associations have 


individual produc- 


changed. 
strong statements: 
ers are telling their customers about 
the fight against misuses of the mail. 

We liked this paragraph in the Oc- 
tober 1959 newsletter of Daleo Mail- 
Vertising, 4591 El Cajon Blvd., San 
Diego 15. Calif. 


DALEO’s policy is firm. We will not sup- 
ply lists or mail for those promoting: por- 
nographic literature fund raising with 
unsolicited merchandise quack medical 
cures offers to youngsters which parents 
may deem offensive make-money-at-home 
deals which cannot fulfill the promise. We 
try to police Direct Mail locally so that in 
the long run, our suppliers and clients will 
not be open to criticism but will benefit 
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St MIPACT 
COATED 


BOOK 


and COVER 


Figset wide Wee "Fadl Le Seaglester os -- 
- am Pe 


., THE APPLETON COATED PAPER COMPANY 
APPLETON e WISCONSIN 





SF MPACT 
COATED 


BOOK 


and COVER 


Apco IMPACT Coated Book is an entirely new 
concept in Printing Papers and Inks based on 
research by Faber Birren, one of America’s lead- 
ing color authorities, as well as by leading oph- 
thalmologists and The 
IMPACT formula for printing combines 5 softly 
tinted Mint 
Green and Azure Blue) with color-related inks 


reading psychologists. 


papers (Jonquil, Suntex, Coral, 
to obtain optimum reflectance contrast for rest- 
ful reading. While black ink and white paper 
produce a contrast ratio of 17 to 1, the IMPACT 
formula reduces this to the most desirable ratio 
of approximately 8 to 1. (No black is used at 


all in the formula). 


Apco IMPACT Coated papers (Book and Cover 
Weights) offer the only really new concept in ages, 
for improving the effectiveness of advertising 
publication and communication printing. This 
illustrated 20-page Booklet, and Portfolio Sample 
Kit tell the complete story — show comparison 
effects and samples of printing on IMPACT and 
Standard enamel papers . . . Explains how easily 


the IMPACT formula can be applied to your own 


new readership interest. 


W) ih for your FREE copes 


i 


On your le the rhead. 








Offset Printed on Apco IMPACT — Coral — 25 x 38 — 80 


Revolutionary... hxciting... Demanding! 


printing for creating new and interesting results . . . / “ 


Red, Yellow, Blue, IMPACT Maroon 


see SSP wa Tee 


A New Concept in 


Printing Papers and Inks 


Wr MINES T MATL AVY ER Torre 


for creating a NEW LOOK... 


a NEW INTEREST in 
Printed Communications 
and Readership! 


Apco IMPACT Coated Book is called the paper 
with the “Built-In Sunglasses” because it so 
effectively reduces reading eyestrain and glare 
through use of the IMPACT printing formula. 
The five tints which fall within the actual color 
ranges of daylight also give four-color process 
printing a new depth and natural warmth — as 
can be noted in the 4-color illustration on the 
other side of this insert. Here, standard process 
colors of Red, Yellow and Blue and color re- 
lated IMPACT Maroon (instead of black) are 
IMPACT Coated Book to 


achieve this more “natural” color illustration. 


printed on Coral 


AMP. 


Vie1) 
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Printed in U.S.A 







THE APPLETON COATED PAPER COMPANY 
APPLETON ¢ WISCONSIN 


135M260 





from their mailed advertising. If YOU re 
ceive mail which is suspicious—do report 
to BBB locally. DIRECT MAIL will con- 
tinue to get the fine reception it does . . 
and make money for you if you will 
“be on guard” along with us.@ 


Other producers around the country 
should publicly follow that fine poli- 


cv.@ 


ARE YOU 
AS CLEVER 
AS CORNELIUS? 


Elihu Reot, used 
who died leaving 
divided among his 
To the eldest, one 
to the third, 
one-ninth. This would figure out 844, 5-2/3, 
1-8/9, respectively. The outlook for some 
of those turkeys was decidedly sanguinary. 
Before an axe was raised, however, a 
local lawyer, Cornelius Husk, was asked 
to try his hand at the problem. He settled 
bloodshed. Driving 
into the yard with 


The famous attorney, 
to tell about a farmer 
17 live turkeys to be 
three sons as follows 


half: to the second, one-third: 


it neatly and without 
one of his own turkeys 
the 17, he called out the brothers and 
bade the eldest take his half. This he did, 
taking nine The second brother took six 
for his third, and the youngest for his 
ninth took two 

Thus each brother 
expected, and the 


apparently got more 


than he lawyer drove 
his own turkey home again 

From: Fitchburg Papers, monthly 
magazine of Fitchburg Paper Co., 
burg, Mass 1 variation of the 


ame story 


house 
Fitch 


ancient 


BAREFOOTED 
PROSPECTS 


There's a lesson for all of us in the story 
about two shoe salesmen who were sent by 
their company to Africa to open up new 
markets. 

Three days after his arrival, there came 
a cablegram from the first salesman. 

RETURNING NEXT PLANE. IMPOSSIBLE TO 
SELL SHOES HERE. EVERYBODY GOES BARE- 
FOOT. 

Nothing was heard from the second 
salesman for two weeks. And then there 
arrived a fat airmail envelope with the 
message 

TREMENDOUS SALES AHEAD. FIFTY ORDERS 
ENCLOSED, PROSPECTS UNLIMITED, NOBODY 
HAS SHOES HERE. 

Stamp, maga- 


Reprinted from Postage 
150 West 23rd 


zine of Globe Mail Agency, 


ee 


Business will continue to go where in 
vited and remain where appreciated. Repu 
tations will continue to be made by many 
acts and be lost by one. People will go 
right on preferring to do business with 
friends. Go-givers will become the best go 
getters. Performance will continue to out- 
sell promises. Enthusiasm will be as con- 
tagious as ever. Trust, not tricks, will keep 
customers loyal. 

From: Between Calis, 
of Stanford Paper Co., 3001 
Washington 18, D. C. 


house magazine 


V St., NE, 
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plication. 


models to choose 


PRICES NOW. 


SPEED TYING OF OUTGOING MAIL 
SAVE TIME-LABOR-TWINE 


TIE LETTERS - 
PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. 3 to 24 ply 
twine, as well as tapes and braids can be used. Several 
from. LET FELINS 
MAILING COSTS. WRITE FOR CIRCULARS AND 





PARCEL POST - CHECKS 


CUT YOUR 





TYING MACHINE CO. 


mh N. 35th = 
Iwaukee 16 ” 


FELIN 











DIRECT MAIL 
BRIEFS FROM BRINGE 


if you ore not reading this monthly 
newsletter there is still hope in your 
future. You can look forward to finding 
that elusive idea to moke your next 
mailing @ success. 

Doesn‘t cost $24, $12 or even $6. “It's 
FREE* Of course with each issue you 
get a small measure of propagonda, 
gently conveyed, intended to convince 
you thet Paul Bringe writes good letters 
end can help you with your direct mail. 
Write today. 


Paul J. Bringe, Inc. 
225 E. Michigan S*., Milwaukee 2, Wisc 











EXECUTIVELISTS 


Write for Information—Ask for Group No. 2 


ROSKAI 


wd IT vonage 


POST OFFICE BOX 855 
KANSAS CITY 41, MO. 





Are they intrigu 
HUMAN INTERESTit , 
impe Bott ake ucivert 
Writ mi terhead 


“That Fellow . Bott” 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 








INSERTING 
UP TO 6” X 9” rer 
Mi 


JONAS KAGAN 
23 HANSE AVE., FREEPORT, N. Y. 
FR 9-8314 











1958 saw 978 agency account shifts. 
Every one meant a new schedule. 176 
major moves alone totaled more than 
$200,000,000 worth of advertising con 
tracts! 

From: a promotion 
Standard Rate & Data Service, Inc., 1740 
Ridge Ave., Evanston, Ill. 


piece issued by 


It may be difficult to say the right thing 
at the right time, but it is far more diffi 
cult to leave unsaid the wrong thing at the 
tempting moment. 

From: Service and Indemnity, 
magazine of The Canadian Fire Ins. Co., 
333 Main St., Winnipeg 1, Manitoba, Can 
ada 


house 





“IDEA” LETTERHEADS 


SEND FOR FREE “ea 
IDEA AR 


409 Fifth Ave Ne a 





WANTED 
DIRECT MAIL, LETTER SHOP 


| am interested in making an investment 
in a good going operation, preferably one 
with some printing facilities. Desire to op- 
erate as full working portner, Box #34, 
The Reporter of Direct Mail Advertising. 











Farmer’s Names 


Write for Information—Ask for Group No. 3 


ROSK 


\ direct-mail outfit in the Midwest won 
a lot of new customers via their discovery 
of a hamlet named Hell. They sent out 
photos of the Main Street with this dis 
arming note attached: 

“Note in the accompanying photograph 
that there are customers in Heli. We mail 
there. If there was a Gone, too, we could 
adopt the slogan, ‘We mail to Hell and 
but we know of no Gone so remain 
sloganless 

“If you are 
promotion you 


POST OFFICE BOX 855 
KANSAS CITY 41, MO. 


Gone,” 


working on a direct-mail 
fervently wish was con 
signed to Hell, we're the boys who can 
supply the necessary addresses.” 

From Bennett Cerfs “Cerfboard” ap 
pearing in THis WEEK magazine. 





Rates $1.50 per line $1.00 Situation/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


CLASSIFIED ADVERTISING 





MAILING LIST FOR SALE 


26M Pollard-Alling plates. CPA, Tax Mgrs. and 
Consultants. Write V. Manzo, 118 Convent 
Place, Yonkers, New York 





FOR SALE—Elliott List of Law Firms (Attys.) in 
U.S.A. Approximately 8000 firms reaching about 
40,000 high caliber, highly selected professional 
people. Price $15.00 per thousand if taken os 
a lot. Reply to J. M. Mitchell Co., 5738 Thomas 
Avenue, Philadelphia 43, Pennsylvania. 





ADDRESSING PLATES 


POLLARD-ALLING — embossed and linked at 
$25.00 per M; special rates for two liners and 
OCCUPANT; accuracy and delivery guaran- 
teed; weekly capacity 75-100 M. 

JACKSON EMBOSSING SERVICE 

4 S. Williams St., Whitehall, N. Y. 


ADVERTISING AGENCIES 





Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923 





CANADA'S BEST MAILING LIST 


275,000 live narnes on Elliott stencils 
Call your list broker—TODAY 
or Tobe's, St. Catharines, Ontario 





COLOR LITHOGRAPHY 


Multi-color litho 1 or 2 sides of sheet at less 
than you'd expect to pay for 1 color | side. 
Specializing in LETTERS, FOLDERS, ORDER 
FORMS 25M to IMM. On press numbering, 
perforating, imprinting. Samples, Estimates no 
obligation. Wedgewood Press, 131 Varick St., 
N. Y. C. OR 5-2213 





EQUIPMENT WANTED 


WANTED: PHILLIPSBURG INSERTING 
AND MAILING MACHINE 
Send particulars to Ray D. Cherry 
1120 W. Peachtree St., N.W., Atlanta, Ga 


SPEEDAUMAT ZINC PLATES 


New York's biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $35.00 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530 


NEED SKILLED GRAPHOTYPE OPERATORS? 
You can make 50% to 100% profit by using 
ovr Graphotype Dept. as your own. Beautiful 


embossing, fully punctuated with less than 1% 
error. Pure Zinc Speedaumat plates. Prompt 
dependable delivery. Two shift service. 100% 
accuracy guoranteed 
Cost Speedaumat $35.50 per M, Freight 
Prepaid (1,000 miles). Other plote prices on 
request send details 

ADVERTISERS ADDRESSING SYSTEM 

703 N. 16th St., St. Lovis 3, Mo 





OFFSET CUTOUTS 


DE LUXE CLIP BOOK NO. 1 contains 1000 
alphabetized promotional heading specimens 
for offset reproduction. Sales ideas galore, in 
various lettering styles. Many reverses. 40 
pages, 8x10% in. Was $5.00, now only $4.00 
postpaid 

A. A. ARCHBOLD, PUBLISHER 
419K S. Main St Burbonk, Calif 


MAILING LISTS 


OCCUPANTS 
Residential Coverage to Occupants on gummed 
labels west of Mississippi. Los Angeles marketing 
area avail. on tape or label. Income and 
Dealer selection available. Market Compilation 
& Research Bureau, 10561 Chandler Bivd., 
North Hollywood, Calif. TR 7-5384 


130,000 New Car, Truck Dealers, Independent 
Repair Shops, Automotive Jobbers, Service Sta- 
tions, Fleet Owners. Owners, Executives, Mana 
gers. Material cddressed same week. Guaran- 
teed postage all returns over 112%. Selections 
by states only. $20.00 per Thousand. 10,000 
or more, $15.00. 50,000 or more, $14.00. 
CIRCULATION DEPARTMENT, AUTOMOTIVE 
SERVICE DIGEST, 900 S. Wabash, Chi. 5, Ill 


Direct Mail Proven Buyers. Over 790,000 Alpho- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus 
Pa. 


ENGINEERS AT THEIR HOME ADDRESS. Over 
100,000. Select by types. On speedaumot 
plates. Lowest rates. DMR Advertising, 4616 
Red Bank Road, Cincinnati 27, Ohio. 
SWIM POOL MAILING LIST 
City by City, State by State, All or Part 
We address and mail for you 
$10 up per 1M (165,000 names) 
J. B. Sebrell Advertising Agency 
301 So. San Pedro, los Angeles 13, Calif 





SPECIAL LISTS: 75,000 Retired Male Federal 
Employees — On Labels, $15 per M. Also 
names of 50,000 ‘‘Expectant’’ Mothers 
Monthly Compiled by Survey. Details on 
request. Mailtrader, Box 643, Ann Arbor, 
Michigan 


100M Catholic buyers on plates. CALL YOUR 
LIST BROKER or write 
St. Anthony's Gift Shop 
92 Liberty Street, New York 6, N. Y 


Direct Mail Proven Buyers. Over 10,000 Geo 
Alpha Names. Buyers of Metaphysical, self-help 
etc. books. Active and clean. Helpful Books Co., 
Box 57, Elmhurst, NY. HA 6-3991 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesalers-Manufacturers 
Banks-Churches-Institutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO 
48-01 42nd St., Long Island City 4, N. Y 
STillwell 4-5922 


MAILING MACHINES AND SUPPLIES 


REBUILT ONE YEAR GUARANTEED 
ADDRESSOGRAPHS - SPEEDAUMATS - ELLIOTTS 
PLATES - FRAMES - TRAYS - CABINETS 
EMBOSSING ADDGPH & SPEED PLATES 
FOLDERS - SEALERS - PITNEY BOWES 
TYING MACHINES - LETTER OPENERS 
MAIL BAG RACKS - MAIL SORTING BINS 
MAILERS EQUIPMENT CO. 

40 W. 15th St., N. Y. 11 CH 3-3442 


SPEEDAUMAT ADDRESSERS 
AUTOMATIC GRAPHOTYPES 
ADDRESSOGRAPHS — GRAPHOTYPES 
CABINETS — TRAYS — FRAMES -— PLATES 
MULTILITHS — MULTIGRAPHS — FOLDERS 
PITNEY BOWES—TYING MACHINES— 
OPENERS—ELLIOTTS—LETTER OPENERS 
ALL EQUIPMENT REBUILT AND GUARANTEED 
AMERICAN BUSINESS MACHINES, INC. 
573 BWAY, N.Y. 12, N.Y.— WO 6-4334 





MONEY MAKING OPPORTUNITIES 


HOW TO WRITE LETTERS THAT SELL” —com- 
pact manual by expert brings you powerful 
weapon for success in any field. $2.95 Post- 
paid. Money back guarantee. Literature free. 
Helinger, East Syracuse 3, N.Y 





VIEWERS AND COLOR SLIDES 


We manufacture all types flat-mailing, low-cost 
VIEWERS, color SLIDES & FILMSTRIPS. Free 
Advice, Samples. Stereo-Magniscope, Inc., D.M., 
40-31 81 St., Elmhurst 73, N.Y. C. DE 5-0027 





WANTED TO BUY 


Cash for successful specialized mail order 
business. Size no handicap providing expan 
sion possibilities exist. Not interested in gen 
eral gift houses. Box 35, The Reporter of 
Direct Mail Advertising 





HELP WANTED 


SUBSCRIPTION PROMOTION ASSISTANT 
An old, established magazine publishing com 
pany, with quality line of magazines, is look- 
ing for a young man with ambition, ideas, a 
talent for circulation promotion copy and some 
magazine subscription experience Position 
offers good training, excellent chance for od- 
vancement, salary commensurate with ability 
and a real challenge to the creative mind. Sell 
yourself by direct mail when applying to Box 
No. 32, The Reporter of Direct Mail Advertis- 


ing. 





MALE OR FEMALE 


If you are looking for a position or personnel 
replacement contact the following 

New York City Area Mr. J. Dudley Brod 
erick, Hundred Million Club, Job Placement 
Committee, c/o Doubleday & Company, 501 
Franklin Ave., Garden City, L. I, New York 
National . Miss Ruth L. Laguna, Direct Mail 
Advertising Association, 3 East 57th St., New 
York 22, New York 


THE REPORTER OF DIRECT MAIL ADVERTISING 








HELP WANTED 


NAMES IN THE NEWS 


Who’s doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they’re doing, we'd like 
to include them in this monthly round- 
up of ... “Names In The News” 





ASSISTANT 
SALES PROMOTION 
MANAGER 
MAIL ORDER SPECIALIST 


Nationally known mail order com- 
pany, biggest in its field and still 


rowing, needs an assistant to its 
Sales Promotion Manager. We want 
a man with experience, imagination 
and know-how, who has already 
proven that he can conceive ideas 
and follow through on their execu- 
tion. Our man must have a keen ana- 
lytical mind, be at home with figures, 
and be a self-starter 


SALARY OPEN— MANY OTHER BENEFITS 
Submit resume, including current and past 
earnings, in complete confidence to: 


BOX 33 
The Reporter of Direct Mail Advertising 











A FULL OPPORTUNITY IN ADVERTISING. A 
leading national creator & producer of direct 
mail advertising seeks representatives to se- 
cure and serve accounts in Chicago and in 
Northern Illinois. Unlimited earning potentiall 
Position includes training. Sales and advertis 
ing experience preferred, however, most im 
portant is YOU. Write us about your inter 
ests & your background to: Box 36, The 
Reporter of Direct Mail Advertising 


4 Dallas businessman tells how one rule 
of etiquette was written indelibly on his 
mind. At a dinner he once asked the lady 
on his right: “Pardon me, but am I eating 


, 


your salad 

“Honey,” she said, “it's very simple. 
Youse eats to your left and youse drinks 
to your right.” 

It was language. says the man, that youse 
don’t forget. 

From: Taylor Talk, published monthly 
for distribution to yearbook staffs and spon- 
sors by Taylor Publishing Co.. 6320 Denton 
Drive, Dallas, Texas 


Aboard a ship a magician was enter 
taining the guests—all except a_ parrot 
hanging nearby. Everything including a 
p'geon, that was made to disappear was 
gi eted by a shout of “Faker!” from the 
bird. Suddenly an explosion destroyed the 
ship, and the parrot landed on a raft o¢ 
cupied by the magician. After two days of 
merely sitting and staring at the man, the 
bird finally admitted: “All right, you win! 
What did you do with the ship?” 

From Service and Indemnity 
magazine of The Canadian Fire Ins. Co., 
333 Main St Winnipeg 1. Manitoba 
Canada 


house 


The new commander, inspecting the 
camp's water supply, asked what was being 
done about contamination 

“Well, sir.” said the non-com, “we boil 
it first.” 

“Fine.” nodded the general. 

“Then we filter it,” said the sergeant 
and the general nodded approvingly. “And 
then,” continued the sergeant, “just to play 
safe. we drink be er.” 

From: The Wheelco Whistle 
magazine of The Wheeling Machine Prod 
Wheeling. W. la 


house 


ucts Co 
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Robert H. Belting elected Vice President 
of Breck’s (mail order firm, Boston) 

Louis S. Benincasa, advertising represent- 
ative for Redbook Magazine, elected to 
the American Academy of 
a professional organization for teachers 
Alexander Corson, 
advertising manager and former sales and 


Advertising, 
in advertising. 


public relations writer, has joined the 
staff of Gray & Rogers, Philadelphia and 

Durkee 
Ohio, an 


Newark advertising agency 
Famous Foods, Cleveland, 
nounced appointment of Frank J. Daniels 
to position of marketing director 

William E. Farragher has joined The 
Youngstown Sheet & Tube Co. as adver 
Robert Feldheim 


appointed manager of advertising and 


tising manager 


sales promotion for Fairchild Controls 
Corp., Hicksville, N. Y William R. 
Franklin named advertising manager of 
Keuffel & Esser Co., Hoboken, N. J 
Appointments of C. Norman Fry as gen 
eral sales manager and Michael K. Buda 
as general production manager for the 
entire Direct Mail Division of R. I 
Polk & Co. (Detroit, Mich.) were an 
nounced by William H. Beatty, vice 
president and general manager of the 
division Dan Gerber, account man 
ager, has been elected vice president ol 
Cole & Weber, Inc., Seattle advertising 
agency C. J. (Kip) Goebel, Brown 
& Bigelow Graphic Arts department, has 
been elected president of the Twin City 
Litho Club, with membership in St. Pau! 
and Minnesota printing houses 
George D. Grogan named general sales 
manager of Pennsalt Chemicals Indus 
trial Division in Philadelphia. Succeeds 
George R. Lawson Charles F. Hoff- 
man, recently an account supervisor with 
Pittsburgh branch of Erwin Wasey 
Ruthrauff & Ryan, Inc. has been ap 
pointed advertising manager, Industrial 
Division, Joy Mfg. Co., Pittsburgh 

Dr. Arno H. Johnson, Research Director 
and V.P. of J. Walter Thompson Co 
has been elected to the Board of Direc 
tors of the AFA Stuart E. Kay, 
vice president and a director of research 
Mr. Kay has served as manager of man 
ufacturing, northern division, since 1936 
Norman J. LeCompte appointed sales 
manager of waterproof protective cloth 
ing at United States Rubber Co., N.Y .¢ 
Virgil A. Wibbelsman, who 


Succeeds 


retired after 40 years with company 
Eugene W. Lesmez named manager ol 
the new department created to direct 
advertising, sales promotion and public 
relations for Mosler Internacional (Mos 
ler Safes) NYC . Samuel H. McCon- 
nell newly appointed Director of Sub 
scription Sales for Hearst Magazines. 
Miss Shirley McWilliams, advertising & 
sales promotion director, Rose Marie 
Reid Swimsuit Co., Los Angeles, Calif., 
elected president of the L.A. Chapter 
of the Sales Promotion Executives Assn 
the first woman president of a SPEA 
chapter Stephen R. Magaw ap 
pointed direct mail systems engineer for 
Commercial Printing & Imprinting Co., 
Detroit, Mich. Will be in charge of 
formation and maintenance of direct mail 
lists Thomas V. Mahliman, Jr. has 
joined the executive staff at headquarters 
of the American Assn. of Advertising 
Agencies in New York City. Will assist 
Richard L. Scheidker, senior vice pres! 
dent, in AAAA membership and ethics 
activities Friend-Reiss Advertising, 
Inc.. New York City, announces election 
of Merrill Martin as vice president 
Schering Corp., Bloomfield, N. J. an 
nounces new advertising copy chief is 
Jane M. Murphy, who joined the com 
pany in 1956 as a copywriter Ronald 
lr. Perrella named advertising manager 
of Old Equity Life Insurance Co. of 
Evanston, Ill William M. Proft, 
(mailing list specialist, Orange, N. J.) 
now with Walter Drey, Inc., at New 
York office, 257 Fourth Avenue 
Albert E. Sakavich appointed to the staff 
of the advertising department, Metal & 
Thermit Corp.. Rahway, N. J 
George J. Watts, vice president of the 
Republic National Bank of Dallas, ap 


pointed to faculty of School of Financial 
Public Relations. Will teach course in 
Publicity at the school, which is spon- 


sored by the Financial Public Relations 


Assn. in cooperation with Northwestern 
University Available free from The 
Business Mail Foundation, 130 East 59th 
St.. New York 22, N. Y. booklet called 
“Business Mail—What’s In It For 
You?” Roland R. Bliss of Envelope Man- 
ufacturers Assn. of America has retired 
and Wm. H. McManus appointed execu 
tive Sec. & Treas. @ 





ADORESSING 


Creative Mailing Service, lnc 460 N. Main, Freeport, N. ¥. (FR &-4830) 


ADDRESSING AND MAILING 


Mailmasters, in 460 Nordhof Place, Englewood, N. J 


ADDRESSING — TRADE 


Betmar i i y1-71 lilth S Richmond Hill 18, N. ¥ 
Monac 148 lunwoodie Road, West lalip, N. Y 
Monaco s g Se ‘ 280 Higbie Lane, West Islip, N. ¥ 

enue, N. ¥., N. ¥ 


Ha 8 ' Fifth A 


ADVERTISING AGENCIES SPECIALIZING IN DIRECT MAIL 


& iu ‘ \V s New York 36, N. ¥ lA 
s Natl Bank B 


ADVERTISING ART 


‘iv Ma Street, Burbank, Calif TH 2-2793) 
S07 Fifth Avenue, New York New York (MU 6-T270) 
3. New Jer 


Pleasa ere 


ADVERTISING SPECIALTIES 


Fieso letter ‘ 05 Bast 46th Street, New York 17, N. Y. (PL 3-4943 
(ries Reprod 125 Meechwood Ave., New Kocheile, N.Y. (NE 3-8600) 


AUTOMATIC TYPEWRITING 


Carleen Automatic T)pewriting Service 44.N. Clark St., Chicago 13 


BOOKS 
Heporter of Direct Mali 
Dogs Climb Trees . 
liow Get The Right Start in Direct Advertisir 
Think About Direct Mall 
Think About lLatters 
Think About Readership of Direct 
irect Mall Solves Management Prob) 
7 Think About Bhowmanship in ire 
Think About Mall Order 
Think About Production and Ma 
Think About Industrial Direct Ma 


COLLECTIONS 


9 Yates Street, Schenectady 


COPYWRITERS (Free Lance) 


Pe ! ring 4 ! th Street. Milwaukee 9 
he cor hor Ma New York 16, N. ¥ MI 
ett M “ ‘ r T r™M sir, N J Pl 
Orville B Heed 106 N. State St., Howell, Mich 


COOPERATIVE MAILINGS 
The Koskan yopar P.O. Box 855, Kansas City 41, Missouri (TA 


DIRECT MAIL AGENCIES 


Ahrend Associates. In 601 Madison Ave., N. Y. 22 
American Mall Advertising. In 610 Newbury Street 
nt \ Tiowe Chalt Stree ls lor N. W 
Borkowski Aivertising 215 West Navarre St.. South Bend 1 
leo P. Bott Jr 64 FE. Jackson Bly 
The Buckley Orgranizatior Phils. Nationa! 
& Richard ! Fifth Avrenue. New 
1. I Park 
‘ I 8 Ka ! 
s e 
141 Monroe Drive. N. E Po 24, Georgia (TR 

Rert Carr e Asse es. T ” Fast 461 ar New York 17. N. ¥ vr’ 
Qenera Ser New York Ave NUF Washingtor a € LA 
Harrison Rervice In 10 East 50th Street, New York 22, N. Y PI 
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McVicker & Higginbothar 11 West 42nd St., New York 36. N. ¥. (OX 
R. L. Polk & Co 431 Howard Street. Detroit 31. Mich. (Wo 
Reply. -Letter 7 Central Park W., N Y. 23. N. Y. (¢ 
Repie.1-T etter Michigan Are., ?. 
Renls . ©. Tatter 10 Poet Office Square om 9. Mae f &. 1555 
Reniv-.T otter 1T8® KF. 28rd St.. Cleveland 1. Ohio (PR 1-8470 


O- Letter ecees .-.,14700 Dester Bivd., Detroit 32, Mich. (DI 1-2221) 
O-Latier......+. 2515 Mail-Well Drive, Portiand 2, Ure. (UL 4-3141) 
O-Latie?....... Bay Shore Bivd., San Francisco, Calif. (JL 
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ELLIOTT STENCIL CUTTING 


Alice Lusiness Service, Inc., 32-15 33rd St., Long Island City 6, N. ¥. (4S 88-4302) 
Creative Mailing Service 460 N. Main St Freeport, N. Y. (FR 88-4830) 
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ENVELOPES 


The American Paper Products Co 
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Lemarge Mailing Service Co.... ..417 S. Jefferson Street, Chicago 7, Ill. 


Maiimasters, inc " -_ "46 o Nordhof Piace, Engiewood, > 
Mailings Incorporated........55 West 13th St., New York 11, N. ¥. 
The Roskam Company. P.O. Box 855, Kansas City 41, Missouri (Ta 2-1881) 


LABEL PASTERS 
otdevin Machine 281 North St., Teterboro, N. J. (AT 8-1941) 


LABELS 
Allen Hollanaer co., inc 385 Gerard Ave., New York 51, N. Y. (MO 5 sats 
Dennison Mfg. ( Framinghat Mass. (TR 3 
Ever Ready Label Cort rtland t.. Belleville 9, N. J. (PL 9 3300) 


LETTERS 


Kesponda Letter........411 South Sangamon Street, Chicago 7, Illinois ase 6 = 
Kesponda Letter . New York Office os 


LETTER GADGETS 
Hewig Co 45 W. 45th St... N. Y¥. 36, N. ¥. (JU 2-: 
(irchids of Hawa Ir 5 Seventh Avenue, New York 1, N. Y OR 
Robert Straub & Co 542 South Vearborn St., Chicago 5, IIL (WA 


LETTERHEADS 
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BROOKLYN 
Valco Reproduction & Mail 
Ave. Z, Bkiyn 


CLEVELAND 
Robert Silverman, Inc 


DETROIT 

Advertising Distributors of America 4444 Cass Ave. (1) (TE 
Advertising Letter Service 2920 Jefferson East, (7) (147 
National Mailing Corp.. 6201 Grand River Ave., (8), (TY 
KR. L. Polk & Co 431 Howard St. (31) (WO 


LOS ANGELES 
Krupp'’s Adv. Mailing Serv 2390 W. Pico Bivd. (6) (DU 
The Mailing House. . 1019 N. Madisen Avenue, Los Angeles 29, Calif. (NO 5 


MIAMI, FLORIDA 
Ace letter Service Co 


MINNEAPOLIS 
Gile Letter Service... 


NEW YORK CITY 

Advertisers Mailing Service, Inc..45 West 18th St.. New York, N ¥. 
Chase Direct Mail Service Corp 12 E. 46th St 
Circulation Associates 1745 Broadway. New York 
Latham Process Corporati 00 Hudson Street . 
Mailings Incorporated > West 13th 

Mary Ellen Clancy Company. 250 Park Avenue, New York 

St. John’s Associates, | West 45th Street, New York 


1270 Ontario Street (13) (CH 


3800 N.E. Ist Avenue (PL 7 


723 Third Ave., 8., (2) (FE 3-3 


PHILADELPHIA 
Woodington Mail Advertising Serv ; -++-1304 Arch St., (7) 4 1840) 


PITTSBURGH 
Advertisers Associates, In . 1627 Penn Avenue (AT 1-6144) 


ROCHESTER, NEW YORK 
Ayer & Streb 15 South Avenue (BA 5-6340) 


SAN FRANCISCO 
The Latter Shoo 67 Reale St. (ST 


The Smith Compar 67 Beale Street (SI 


ST. LOUIS 
The Alan Compar i27 Lucas Avenue (3 MA 


WESTFIELD, NEW JERSEY 
Union County Printing & Mailing Ser e 
K North Avenue, Westfleid, N 


MAILING LISTS — BROKERS 


Archer-Bennett List Service, Inc i140 W. 55th St., N. ¥. 19 
George Liryant & Staff 71 Grand Avenue, Englewood, 
The Covlidge Co., in 125 East 23rd St, N. Y. 
Dependable Mailing Lists Inc 381 4th Ave.. N. ¥ 
Direct Mail Markets ¢ I s ith Street, New York 
Walter Drey, 3 Michigan Ave., Chi, 1, 
Walter > 2 Ave.. N. ¥. 10, N 
Eli ececece oe 420 Main eet, Webster, Massachusetts 
160 Engle St., Englewood, rs J. 

Walter Karl . Armonk, N 
Lewis Kleid, Inc............ 25 West 45th St., New York 36, N. 
Ceil Levine Screen Malling Lists 

Fisk Building, 
Willa Maddern, Inc... 
Names Unlimited. Inc 352 Fourth Avenue, 
People in Places. Inc 41 Fifth Ave., 
Planned Circulatior 19 West 44 t 
William M. Proft Associates 
Richard Buehrer Associate 
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The Koskam Company 5, as City 41, Missouri 
Cc. H. “Hank” Rut Co., Ir 339 W. 5lst St., N. ¥ N. ¥ 


Sanford Evans . a 156 Lomi , Vinnipeg 2. Mar Car V 2 Sb 
William Stroh j 70 54th St., West New York, N. J ™N 4200 
James E. True Associates 9 Fourth Avenue, New York, N r ’ 9.0050 


MAILING LISTS — BY SUBJECT 


FOR LIST SOURCE. COMPARE NAME IN PARENTHESIS WITH LISTING 
BELOW OR COMPILERS & OWNERS 


B ness, Professional I Ed Burnett Inc.) 
Direct Mail Users (Reporter of DM 
Financial Lis E-Z Ad 

Fund Rating ‘Lists (Wm. M. Proft Associates) 
Opportunity Seekers and S ness 20f 000 (William Stroh, Jr.) 


MAILING LISTS — COMPILERS & OWNERS 
Active Mail Order List Co 1 Lafayet 3 N.Y. 12 N.Y. (WA 5 245 +t 
Albert Mailing Lists siberty St.. N. Y. (RE 7 
Allison Mailing List Cor ith, N. Y. 10, N. ¥ 
Associated Advertising Service 51 c st ort Huron, Mich 
Bookbuyers Lists, Ir aciv Y 
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Buckley- Dement 555 W. Jackson Bivd., Chicago 6, Ill, (HA - 3862) 
Ea Burneu inc... oa 513 Sixth Avenue, N. Y¥. 11, N. ¥. (AL 
Crease Mailung Service ov DN. Mam SL, Preeport, 4. 1. Ue 
Directory of Associations, Gale Kesearch Co., 3 
$414 Book Bldg., Detroit 26, Mich. (WO 
Walter Drey, Inc. ose 333 NX. Mictugan Ave., Chi. 1, lil, (#1 
Water Drey, inc o«s+ 257 atm Ave., N. ¥. du, N.Y. (UM 
Dunnill invernationai List Co., Inc.....444 Fourth Ave, N. X., N. r. “ 
E—Z Aduressimg Sefrv.... .- 83 Washingwo si, Xd. 
Fritz 5. Hofheimer. ° ccccccese dS EB sand wt, X. ° 
Industrial List Bureau eee > Webster, Mass. (WE 2780) 
Keystone Mailing Service. lnc.... 25. N. ¥. 7. N. (CO T-@171-2) 
Mailing List Compilation Bureau. 2570 East 18th Street, Brouklyn, N. ¥. (SH 3-5236) 
Manpower, ine.. Pisnkinwe, Miumweukee 3, Wisconsin 
140 Offices in Major Cities. See Yellow ages for Local Phone Numbers 
Market Compilation Bureau _ 
10561 Chandler Bivd., N. Hollywood, California (ST 7 5384) 
National Birth Record Company 16 West 19th Street, N ] N. ¥. (OR 54-5760) 
Occupant Mailing Lists of America. . North 4th Btrest, Columbus, Ohio 
Oficial Catholic Virectory. 2 Barclay St, N. N. ¥. (BA 7-2900) 
R. L. Polk & Co......... Howard Street, Detroit 31, Michigan (WO 1-9470) 
William M. Proft Associai os. 42 Ma St.. Orange, N.J. (OR 7-1300) 
I . & Associates, ....404 South Fourth St., St. Louis, Mo 
L. Rashmi 5410 Cahuenga Bivd., N. Hollywood, Calif, (PO 6-9539) 
Reporter of Direct Mall Ady 224 7th St, . N. Y¥. (PL 6-1837) 
Kesearch Projects, 404 Fourth Ave., . N. ¥. (JU 2-0830) 
The Speed Address Co 48-01 42nd St., Long Island City 4, N. ¥. (ST 4-5922) 
William Stroh, Jr...... . 568-570 54th Bt., West New York, N. J. (UN 4-4800) 
W. E. Watson Corp.. ..23 Hanse Ave., Freeport, N. Y. 9-8312) 
The W. P. Woodall Co., Inc 14 East 125th St., New York 35, N. Y. L 4-8600) 
Zeller and Letica, Inc. 15 East 26th St., N. Y¥. 38, N. ¥ 56-6278) 


MAIL ORDER CONSULTANT 
Bandman 95 Madison Avenue, New York 16, N. Y. 2-8688) 
Mail Markets ¢ Im 8 East 54th Street, New York 2 N. ¥ PL 9-3113 
Herbert L. Keliner & Associates 131 8S. Wabash Ave., Chicage 3, Il, (AN 38-2242) 


MANUFACTURERS—ADDRESSING MACHINES & ACCESSORIES 
Pollard-Alling Mfg Co 220 W. 19th S&t., N. Y. 11, N. ¥. (CH 83-0692) 


MULTIGRAPH SUPPLIES 
nk Kibbon Co 19 8. Wells Street, Chicago 6, IL. (ST 2-7800) 


OCCUPANT MAILING LISTS—LOCAL & NATIONAL 
Advertising Distributors of America, Inc 
i444 Cass Ave Detroit 1. Michigan (TE 3.0500) 
Advertisir t merica It 
New York 100 Madison Ave., N. ¥. 17, N. Y¥. (MU 8-6500) 
Label Li mM 84 Peachtree St., N. E., Atianta 3, Georgia (MU 8-6469) 
Uceupant Mailing Lists of America 239 North 4th Street Columbus, Ohie 


OFFICE EQUIPMENT 


Ava, Missouri 


PAPER MANUFACTURERS 


Allied Vaper Mills 1608 Lake Street, Kalamazoo, Michigan 
American Writing Paper Corporation.... 6 ..++-lolyoke, Massachusetts 
Appleton Coated laper Co. 1250 N. Meade St., Appleton. Wis. (41454) 
Beckett Paper Company Hamilion, Ohio 
Curtis Paper Company Newark, Delaware (hN 8-8551) 
Fastern | e Paper iP Packaging Corp Bangor, Me p-5221 
Hammermill Paper Co ar Erie, Pennsylvania (GI 6-8811) 
Howard Paper Mills, ee 115 Columbia St, 

International Paper Co ‘2 ind S&t.. N. ¥. 17. N 

Kimberly vee Corporation. ccesese ..Neenah, Wisconsin 
Nekoosa-Edwards Paper Co Port Edwards, Wis 

New York % Pennsylvania. Co...230 Park Avenue, New York 17, 

Peninsular Paper Co Ypsilanti, 

Rex Paper Co eee Kalamazoo 

Rising Paper Co Housatonic 

S. D. Warren Company ’ ad Street, Boston ssachusetts 
Sorg Paper Compar etowr Ohio 


PART-TIME AND TEMPORARY OFFICE HELP 


Business Service 0 Ea ith Street, N. ¥ 


PHOTO ENGRAVERS 


Horan Engraving Co Inc 44 W. 28tn St New York 1 


POST CARDS 
Colourpi e P 8 0 Newt 
CURTEICHCOLOK 3 Curt Teich & Ce r 
1733 W. Irving Park Road, Chicago 13, Tiline Hie 
PRINTERS — LETTERPRESS & LITHOGRAPHY 
t I Huber St New York 13, N. Y 


SALES AND MERCHANDISING CONSULTANT 


903 E. Powell Avenue, Evansville 13 


SEASONAL STATIONERY 


& ¢ pa 09 Market Place, Baltimor 2-4806) 


STENCIL CUTTING AND LIST MAINTENANCE 


Associates 1745 Broadway, New York, N. Y Jt 


SUBSCRIPTION FULFILLMENT SERVICE 


mn Associates 1745 Broadway, New York, N. Y It) @ 30 
fillment Corporatior 148 W. 23rd St., N. Y. 11, N. ¥. (OR 5-4600) 


SYNDICATED HOUSE MAGAZINES 


The William Feathe 9900 Clinton Rd., Cleveland 9, O AT 1-4122 
The Henry F. Henri ne "Publications The House of Sunshine Litchfield, Ill. (296) 


TRADE ASSOCIATIONS 


Association of First Class Mailers . wre Bullding, Weettncte 5 pb.c 
Associated Third Class Mail Users, 1406 W., Wash. 5, D (ME 8.2447 
Direct Mail Advertising Assn. ; . yen St = ¥. € 35 (MU! 8.7988) 
MASA International 18120 James Couzens, Detroit 35, Wich. (UN 4-3545) 
Parcel Post Association 1013 Woodward Bullding, Washington 5, D.C 





LIST SELECTION... 
and ADDRESSING FLEXIBILITY 
At a Fraction of the Cost 

You'd Expect to Pay 


SCRIPTOMATIC MODEL 10-S 
ADDRESSING MACHINE 


Designed to bring automatic list handling and 
addressing selectivity within reach of every 
mailing list user. Dependable electronic sensing 
feature permits the Scriptomatic Model 10-S 
to selectively address and count simultaneously 
without disturbing file sequence. This is a big 
order for moderately priced addressing equip- 
ment, but you get all this and more in the 
Scriptomatic Model 10-S! 


BIG Savings...at No Sacrifice | 
in the Jobs You Want to Do! 


The Scriptomatic Addressing and Data Writing System represents 


the “perfect marriage” of punched card records and addressing 


equipment. The Model 10-S simply reads the notched edges of 


any card and prints from it or skips it according to program. 
Masters are made easily by any typist and electric typewriter in a 
fraction of the time required to make stencils or plates. Dollar 
savings are as drastic as the cost of paper versus metal, with 
extra bonuses in lower labor requirements and up to 75%, less 


filing space 


Some Scriptomatic users have saved enough to pay for the system 
installation in the first year. Naturally, they are “heroes” in their 
companies and you can be, too! Write today to Scriptomatic, Inc., 
1107 Vine Street, Philadelphia 7, Pa., for detailed literature and 
the name of your nearest Scriptomatic representative. Chances 


are, we have some specific Scriptomatic case histories in your field. 


WHAT IS 
SCRIPTOMATIC ? 


4 refinement of the chemical 
transfer process, by which the 
data to be reproduced is im- 
printed on the reverse side of the 
card master as it is being typed. 
Precise fluid and pressure con- 
trols on Scriptomatic Address- 
ing Machines insure high quality 
legibility and long life for the 
masters; up to 200 or more 
impressions, the equivalent of 
many years of normal list usage 
Masters become an _ integral 
part of any card filing system 
and fit right in with any card 
handling equipment 


OTHER BASIC SCRIPTOMATIC EQUIPMENT 


ca re 4 

' 

c* 
Model 10!1—Larger, Model 30! High 
more completely auto Speed Tape Lister. Full 


matic. Full punch cord punch card field 
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Tae a eo ee The gist of conversation about this and that 
imi aw SE with visitors to the Editor of The Reporter 


AMONG THE MANY VISITORS this past month, we 
were glad to welcome Jim Proud, President of the Ad- 
vertising Federation of America. He was down this way 
to appear on an educational television program spon- 
sored by the Women’s Advertising Club of St. Peters- 
burg (did a bang-up job) and also to help celebrate 
the recently approved amalgamation of the Men’s and 
Women’s Club. That project has been debated and nego- 
tiated on-and-off for ten or more years . . . and it’s good 
to know that the problem is settled. 

At any rate, Jim and I had a rare chance for four o1 
more hours of front porch Scuttlebutt. He was well 
pleased with outcome of second annual Government-Ad 
Club Conference held in Washington during early Feb- 
ruary. And rightly so. These conferences are helping to 
give Government officials and members of congress a 
better understanding of the problems of advertising. If 
the A.F.A. finally moves its headquarters to Washington 
the mutual understanding will be strengthened. 

Jim Proud and the A.F.A. have done a wonderful job 
behind the scenes during all the hullabaloo surrounding 
the quiz show, payola and commercial scandals. The 
A.F.A. has had its “Truth in Advertising” campaign 
since 1911. It has consistently tried to make it a code 
of morality for all advertising. But too many did not take 
it seriously. Now, with the scandals as a lever, the A.F.A. 
has calmly and unhysterically brought pressure on all its 
Ad Club members, on the other Associations connected 
with advertising and on all media to rigidly police their 
own bailiwick: to enforce their codes of ethics on both 
their own members and non-members. Only in that way 
can the various divisions of advertising escape further 
governmental regulation and recurring investigations and 
scandals. 

* * * 

HENRY, JR. (Pete) was also a_ this-month visitor. 
Stopped off on his way home from the G & H (MASA) 
Cenvention in Bal Harbour, Fla. Naturally, a lot of our 
Scuttlebutt concerned the current arguments over how 
to activate or implement the DMAA Code of Ethics. We 
noticed in some letters received on subject . . . that 
the writers did not know that the Code of Ethics (and 
its Implementation Program) was actually part of the 
DMAA constitution. 

I have more notes, clippings and stuff piled on my 
desk than I can possibly discuss in Scuttlebutt this month 
... but Pll squander the necessary space to bring all of 
you up-to-date on the Code of Ethics for direct mail. 

This should settle all arguments! When the DMAA 
was organized in 1917, a “statement of principles” was 
adopted and publicized . . . but it finally got lost in the 
shuffle. The Reporter, and its predecessor, Postage and 
The Mailbag always fought against Badvertising, exposed 
the crooks and tried to help Better Business Bureaus and 
Postal Inspectors. But we felt that the entire problem 
should be handled by the Direct Mail Advertising Asso- 


ciation with the backing of all members. 

So finally, in the early fifties, an “Ethics Committee” 
was set up under chairmanship of Jess Roberts of Retail 
Credit Company of Atlanta, Georgia. Jess took his time 
in rounding up a twelve-man force willing to study and 
work on the problem. Lots of correspondence ensued. 
Finally, in December of 1953 a full dress meeting of 
committee was held in Washington, D. C. All the sug- 
gestions were coordinated and sub-committees were ap- 
pointed to draft preliminary copy. John Yeck of Dayton 
was to work on copy with various people assisting. Ed 
Mayer (now of Dickie-Raymond) was to handle imple- 
mentation program. 

All committee members shared in criticizing first 
drafts. Late Summer, 1954, saw another full committee 
meeting with final approval of all copy. Jess Roberts 
(another this-month visitor) presented final report to 
the annual business meeting at the Boston Convention, 
Wednesday, October 13, 1954. It was approved with only 
a few objections. 

But to make it legal . . . it was decided to ask all 
DMAA members to vote by mail on including the com- 
plete code and implementation in the constitution and 
by-laws. Ballots were sent out on March 23, 1955. The 
vote was overwhelmingly in favor of the amendment. 
Only fifteen dissented. 

The bad part of the situation is that DMAA has had 
three different headquarter’s administrations in the in- 
tervening time. Bob DeLay the new President is doing 
a fine job, but he discovered some of the records on 
the Code of Ethics negotiations had been lost or mis- 
placed in the shuffle. Most of the provisions for im- 
plementation had never been followed, although a digest 
of the Code had appeared on some DMAA literature. 

In order to clear up any misunderstanding, we'll print 
again (as we did in November 1954 Reporter) the 
approved code .. . even if it all has to go in small type. 
(This original code preceded the Boyce Morgan-authored 
“Code for Mailing list brokers, owners and users” by 
several years. The two should not be confused. ) 


PREAMBLE: Advertising, and selling, by mail is now a tre 
mendous force for good in the American economy. Serving the 
best interests of both business and the public, it spreads informa- 
tion, reduces the distribution costs of goods and services and so 
raises the American standard of living. The effective, economical 
preparation and use of direct mail has become a profession . . . 
with thousands of competent, high-principled practitioners. 

Still, as in every profession, there is a fringe . . . uninvited, 
unwanted and unaccepted by other members of the professional 
group. 

When this fringe violates principles of good business, good 
breeding or good taste, the public often identifies those violations 
with the entire profession. 

The group, in quietly accepting activities which it cannot con 
trol, often appears to be defending them. 

In Direct Mail Advertising this “fringe” is a tiny fraction of 
all direct mail users, but a constant source of irritation to the 
public . 








Modern Addressing — Data Writing Machine: and Methods 


field read ng 


Members of the Direct Mail Advertising Association recognize 
that this irritation exists. We don't like it 

Direct mail which readers reject, condemn or do not believe is 
not as successful as direct mail which they believe and like 
Moreover, bad direct mail hurts all direct mail and the effective 
ness of all of it suffers 

But completely aside from the economic issues involved, ther: 
is the pride of belonging to a profession which commands respect 
Members of the DMAA do not personally believe in dishonest, 
immoral, vulgar or deceitful activities. They do not care to be 
associated with those who practice such activities. 

We know we cannot control all direct mail activities. We realiz« 
that our particular standards may not be agreeable to all who 
use the mails. We can, however, limit the membership of our 
association to those who feel as we do . we can encourage other 
users of direct mail to meet these standards, and we can aggres 
sively call to the attention of the public and public authorities, 
those users of the mails who prostitute it 

Membership in the DMAA, therefore, is open to all persons 
interested in direct mail advertising or selling, provided those 


members agree to the following 
General Standards of Practice: 


1. We'll be service-minded. Well attempt, always, to prepar: 
and use Direct Mail that serves the best interests of the public 
for true service is the surest road to profit and satisfaction 

2. Our statements and promises will be clear and understandable 
We'll avoid half-truths and misleading statements . . . for vagueness 
breeds controversy 

8. He'll be honest. Our performance will match our promises 
our products will match our claims for faith grows on good 
experience 

1. Bell be decent We'll keep our mail equal to, or above our 
personal standards of decency for immoral, irritating and 
offensive mailings make enemies, not friends, for our medium 

’ u ell be businesslike We'll hold to high prim iple sot busines- 

6. We'll reach. or exceed. spect fi Standards of Practice estab 
lished by DMAA membership 
We won't take unfair advantage of the innocence sympathy or 


conscience of others 
Specific Standards of Practice: 


1. Members will make their offer clear; avoid misrepresentation 
of an offer, product or service; will not use ambiguous statements 

2. They will return money promptly upon receipt of merchandise 
returned because of misrepresentation 

t. They will not make vulgar, immoral or offensive mailings 

1. They will not use the mails to promote the sale of gambling 
devices, pornographic material or other matter not acceptable for 
mailing on moral grounds 

» They will not mail unordered merchandise, for which payment 
ms reque sted 

The complete Implementation report was not included 
in the amendment to Constitution. But Article X11, Sec 


tions 4 & 5, provided for the appointment of a Standing 
Committee to be known as the Committee on Standards 
of Practice . to follow the provisions outlined in the 
report on implementation. We won't print entire report 
of Ed Mayer's committee but here is a digest of it. 

In preamble, committee emphasized that implementation could 
not deal officially with illegal practices which could only be pros 
ecuted by Post Office Inspectors or other government agencies 

Here is the list of steps for actual implementation 

1. All literature used for membership solicitation should include 
copy of Code. New members should understand that acceptance 
of provisions is part of their obligation. 

2. Old and present members of DMAA should be asked to sub- 
scribe to Code, and if they refuse, should not be allowed to renew 
at end of paid up term 

+. Copy of Code suitable for framing should be furnished to all 
members 

4. All members should be asked and expected to report all 
violations to DMAA headquarters and also should be asked to 
report to Postal Inspectors all local instances of illegal use of mail 
5. DMAA office should screen all complaints and in simple cases 
notify violator of the nature of objections (the complaints would 
be sent alike to members or non-members) 

6 4 Code Advisory Committee was to be set up consisting ot 
regional members of DMAA, representatives of the Better Business 
Bureau, the Post Office and other Associations allied with direct 
mail 

7. It was decided that no “seal of approval” would be issued 
on account of difficulty and cost of “policing.” but members would 
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be permitted and urged to use on their literature (where appro- 
priate) this statement “We observe the Code of Ethics of the 
Direct Mail Advertising Association.” 

8. A continuous publicity campaign (to advertising profession 
and allied Graphic Arts industry) explaining Code and its imple- 
mentation should be carried on by DMAA. 

That’s about the whole story . . . briefed from my own 
records as a member of committee. Now we think it is 
time that all DMAA members (plus Reporter readers) 
should start implementing that program. Here’s how you 
can start. 

1. Get acquainted with what steps are being taken to stop the 
crooks. Write to following two agencies and ask to be put on the 
free list to receive reports on fraud or misrepresentation cases. 
(a) News Summary of Federal Trade Commission, Wash. 25, D.C. 
(b) Information Service of Post Office Department, Fraud Division, 
Wash. 25, DA 
You'll be shocked at number of cases reported and you'll learn 
what to watch for. 

2. Start reporting immediately all evidence you or your friends 
receive of fraudulent, untruthful, or pornographic mailings to your 
local postal inspectors or to F.T.C. Send copies of transmittal 
letters to DMAA Office, 3 East 57th St.. New York, and to 
The Reporter, 224 7th Street, Garden City, New York 

3. Send complaints about fringe cases of off-color or bad tast: 
direct mail to DMAA office with copy to The Reporter 

4. Start using, if practical in your business, “We observe the 
Code of Ethics of the Direct Mail Advertising Association.” 

5. The next step would have to be taken by DMAA office first 
and passed along to you. DMAA should have a small envelope in 
sert containing full explanation of Code & Implementation. Mem 
bers could enclose these folders in letters they might write to 
local people who have innocently or otherwise stepped over the 
line. They might even be useful in stimulating more membership 
in DMAA (which now has around 2,300 members when it deserves 
ind should have 10,000 or more) 

It should not be difficult to get going on this simple 
program. The DMAA should have been getting credit 
for trying to clean up some of the mess in advertising . 
ever since the fall of 1954. This is not a hysterical do- 
gooders program. It is just plain good business to help 
keep the mails clean so that all direct mail will be re- 


spected. 


MISCELLANEOUS CONVERSATION BITS: The untimely 
death of Bill Power brought sadness to many friends. Two years 
ago he told me he planned to retire soon and move to Florida 

on account of a fluttering heart. He waited until 63, then retired 
on Jan. Ist this year from the Ad Managership of Chevrolet. But 
he didn’t get a chance to move to Florida. Died 24 days after 
retirement. His powerful, inspiring speeches will be missed. There 
wasn't anyone like him. © Time is drawing close for final report 
on impact of increased postal rates on 3rd class mail. Horace 
Hart of Dept. of Commerce sent out 15,000 questionnaires and 
85°, responded. Nearly everyone volunteered information on net 
profit confounding the skeptics who predicted non compliance 
* Not all big companies are careless about handling complaints 
Here’s a pat on the back for Polaroid Corporation, Cambridge 39, 
Mass. When the new Polaroid 3000 film and filter were announced, 
Ads & Commercials stated they could be used on any model 
Took my professional model to several dealers who said it couldn't 
be done. So I wrote Polaroid and complained Ads and commer ial 
were untruthful. Nice letter and technical bulletin from L. E 
Feick, Customer Service Manager explained how my camera could 
be adjusted. In rush of introducing exciting new film, news of 
possible variations had not trickled down to the local dealers. But 
Polaroid is doing a good job of public relations with friendly 
letters. { “Report from Washington” mailed monthly by Congress- 
man Charles O. Porter of Oregon is really good. Plain, down-to 
earth descriptions of what's going on in Government. Last one 
enclosed a 12-point questionnaire on current topics plus straw 
vote on presidential preferences 


— 


3 Bluff View Drive 
Clearwater, Florida 
Telephone: JUniper 4-3848 


Good luck always. 


THE REPORTER OF DIRECT MAIL ADVERTISING 








You spend much of your time taking care of pieces of paper... 


Use paper to better advantage. In the conduct 
of your daily business, envelopes designed spe- 
cifically for your needs can work for you—in 
many ways. Cupples-Hesse’s creative design 
department activates envelopes. . . illustrates 
them... prints them... puts them to work. 
Take a minute to read how... 








@ BANKER’S CHOICE 


Drive-in deposit envelope with 2 handy pockets @1.23 SOLD! 
... one for coins, one for deposit slips, checks gia ctecntihe i 
or currency. Envelope designed to hold every- A triple-threat envelope that is a sales letter, 
thing inside securely order blank, and reply envelope all in one. 


@ “YOUR CARD, SIR” 


Your credit card, membership card or an in- 
vitation...can be built right into your enve- 
lope... perforated for detachment. 





@ PUNCH CARD SYSTEMS ENVELOPE 
A major appliance manufacturer tapes it to 

products near start of assembly line. 5 enclosed 
@ SPEEDY INSURANCE JACKET cards, removed in sequence for computor ma- 
Policy inserted mechanically to save time. Name chine analysis, keep a running record of pro- 


on policy shows thru jacket and outer envelope. duction, inventory, shipment and distributor 
No chance for mailing policy to wrong person. sales. 





Cupples-Hesse Company 


Division of St. Regis Paper Company 
ST. LOUIS 15, 4100 N. KINGSHIGHWAY [oetroir 16, 3633 MICHIGAN AVE. [ots MOINES 13, 1655 E. MADISON AVE. 





@ FUND RAISER 


This blank-check-reply envelope is new for 
charity appeals. Contributor fills out perforated 
check, tears it off and inserts it in return enve- 
lope. No time lag for forgetting 


Call your local representative 
for information. Consult yellow 


pages under “Envelopes” or “Tags.” 
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